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No. 4 TRUE TEMPER KELLY 
PERFECT GRASS HOOK. Per- 
fectly tempered blade, 
malleable shank, detach- 
able handle. A real tool, 
not a toy. Suggested re- 
tail price 8.65% 


No. A0134'; TRUE TEMPER ’ No. BE312P TRUE TEMPER 
ALFALFA FORK. Designed =" GRAIN SCOOP. Light 
to pick up a generous weight, perfect balance 
load of alfalfa or for use for easy lifting. Three- 
a» a header fork. Sug- ribbed blade. Suggested 
nested retail price 81.85* retail price 82.5% 




















e Cash in on the harvest season. TRUE 













\\ 
\ TEMPER grass cutting tools, forks or 
\ ; . 

— \ scoops are needed on every farm. Feature 
| True /Eme, UE TEMPER ‘ — 4 
(Tave Te —* TRUE TEMPER these TRUE TEMPER Tools and other 
FORKS | SHOVELS : . 
| udes AXES patterns popular in your territory. 
| . ‘ ‘ , 
| RAKES BB wns, A little extra effort on tools will keep 
| HATCHETS : 
| cuttIVATors | ° your sales moving during the sum- 
SEEDERS | g\SHING ROD, << : 
REPAIR =| AND LURES mer months. Write us today for 
-§ WANDLES P Golf "SHAFTS 


special advertising display material. 


THE AMERICAN FORK & HOE CO. 
Makers of Essential Tools 
CLEVELAND, OHIO 


* Prices slightly higher west of Denver 
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Hardware Ave, published every other Thursday by ¢ — n Co (Ine. ), Chest tnut and 56th Sts. “Philade sbubies Pa. Entered as seccnd dass matter March 25, 1933, ut the Peat 
Office at Philadelphia under the Act of March 3, 18 (Printed in U. S. A.) $1.00 per year. Single copies 15c each. Vol. 137, No. 12 
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<—\F-nother advertisement in the YALE 
series in The Saturday Evening Post. 
This will appear in the July 11th issue. 
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EOPLE naturally associate the name YALE with 
highest quality in locks. It is a tradition that has 


been handed down from generation to generation for 


nearly 100 years. Standardize on YALE—concentrate 
your lock business under this one world-famous name that 
your own customers accept as the symbol of dependability. 
Ask your jobber about the attractive new “Merchandisers” 
containing YALE Padlocks, Auxiliary Locks and Cabinet 
and Trunk Locks. 
THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 























TOP QUALITY—EVERY ROLL 


. every roll is the same 


Here’s a hardware cloth you can recommend and Cloth is subjected to the most rigid inspection. 

sell with no misgivings. For Cyclone makes friends That is why every foot has the same firm, even mesh 

of your customers—not enemies. It is full gauge, -why it can be handled so easily and stays so 

firm, even/y woven—and it stayseven. Every rollis straight. 

first quality—every roll is uniform. This is assured Comes in all standard widths and meshes in 100 

by Cyclone’s exclusive manufacturing process. foot rolls. Phone your jobber for prices and full 
And every foot of Cyclone “Red Tag” Hardware information. 


CYCLONE ‘Re?fav” HARDWARE CLOTH 


Cyclone Fence Co., General Offices: Waukegan, Ill. 


Pacific Coast Division: Standard Fence Co. >.) United States Steel Products Company, New York 
Oakland, Calif. Export Distributors 
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with each card 
of 10 packages 





APPLIES ONLY TO GEM SINGLEDGE BLADES 


CALL YOUR WHOLESALER TODAY 


nee! 1 PACKAGE OF 


GEM 


SINGLEDGE 


BLADES 





















10% EXTRA PROFIT 


They sell so fast, so steadily; they 
deliver such customer-pleasing shaves 
—that when Gem Blades give you 10% 
free goods, 10% extra profits, it pays 
to order several months’ supply. 
Powerfully advertised coast to coast, 
popular, profitable Gems are like 
money in the bank. Gem Division, Amer- 
ican Safety Razor Corp., Brooklyn, N. Y. 


— 
~ 
GEM * 
4 Y ; . 
U d i. 4 * 
ba 5 


FAICR GRAATIS 


PATENTED 




















QUICK, FOCUSED 
COMFORT ZONE 


with the 


, . HEAT-A-JUSTOR 
oleman TT HEATERS b MODEL NO. 821A ia 


Heater finished in two-tone Brown Duro- 
plastic Enamel; 10-inch Burner. 


MODEL NO. 827 (not illustrated) Same 
Get Our Franchise Dealer Plan! design as 821A. but with Brown Duroplastic 
NEW MARKET + NEW SALES ec BETTER MARGIN F 


Here is a line of Oil Burning Heaters with which you can really 
“step out and go places”. They open up a new field rich in sales 
opportunities. Modern in style and design, superior in heating 
performance; a complete range of models to fit every purse. 


2-Way Heating Performance—It Radiates Heat; It Circulates Heat. 


ac 




































Heat-A-Justor Doors provide a “Focused Comfort Zone” of radiant Eg 

heat. New Duroplastic Enamel Finish—will not chip, crack or peel. S a 

Healthful heating performance—low cost operation. 1 
Coleman Oil Heaters give franchise dealers what they need to -poors* 
completely cover the home heating field. CLOSED G , 
WRITE or WIRE right NOW for details of Franchise Dealer Plan. it circulates 

THE COLEMAN LAMP AND STOVE COMPANY op» we hens Eel | 

General Offices: Wichita, Kansas, U.$.A. Branches: Philadelphia, Chicago, Los Angeles SELES BS = } 




















MODEL No. 824 


Standard Heater 
in 2-tone Brown 
Duroplastic En- 
amel. 


MODEL No. 825 


Brown Porcelain 
Enamel finish. 






MODEL No. 822 


Brown Porcelain 
Enamel finish, 











MODEL No. 826 


Handsome Blue 
Steel finish. 






~— 
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IL I’LL BET THIS ADVERTISING ON WESTCLOX WATCHES 
WILL BRING ME A LOT OF NEW CUSTOMERS— 
I’M GOING TO TIE IN WITH IT— 


ED Mie These Beautiful Sturdy Watches, 
INE ene by WESTCLOX 


makers of the world-famous BIG BE N 


OR 
uuxe 


juro- 


ame 
astic 





To make the most profit out of this big summer drive 
on Westclox Watches, send for the displays shown below 


"Se ing 1 y , soa “nh S: ay This striking circular display 
T’S coming in the July 18th issue of The Saturday je Ragone. hag ig ose 


Evening Post —the striking full page advertise- Wrist Ben. Brilliant red cen- 

- 5 Se se , ‘ c ter with green border sets o 

ment this fellow is looking at. More than 3,000,000 watches fo great advantage. 

people will see this story on Pocket Ben ($1.50), Display furnished. without 

Dax ($1.25), and the stunning new Wrist Ben ($3.95) ee Write for thie display 

right at the beginning of the vacation season—the direct to factory. 

time when men and boys are thinking of buying 

sturdy inexpensive watches that will stand the pun- 
ishment of active outdoor days. 


You will want to get your share of the summer 
















| MISTER you need 


| WESTCLOX 









GE 


watch profits this powerful Westclox advertising is 
going to produce. Be sure you have enough of all 
three Westclox models in stock—and on display! The 
displays shown here will give you a splendid tie-in 
with the national campaign. Read how to get them. 

Order your supply of this famous Westclox trio from 
your wholesaler today. Western Clock Co., LaSalle, II. 
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Pictured at the left is as 
sortment No. 636— six 
Pocket Ben and 6 Dax at 
tached to attractive new 
7-color display alive with 
human interest—27” high 
by 20” wide. Order com- 
plete assortment No. 636 
from your wholesaler 


Big Ben and other Westclox products are being advertised regularly in The Saturday Evening Post, 
American Weekly, Good Housekeeping, Capper’s Farmer, Successful Farming and Country Gentleman 


e 





Another Force- 
ful merchandising 


program from... 


CHISELS 


CORRECT USE 


CHISELS 


“ORT lise 





Assortment No. 750A A S a colorful “stopper” in a balanced display of Stanley Chisels this display unit 


will attract the attention of every type of tool user. 
nt yey Sam ot niet With the increased building activity and keen interest in tools you can cash in on 
reg some fine tool business with the complete, well balanced line of Stanley Chisels. 
Combining quality with unusually attractive finish, Stanley Chisels offer you just 
what you need to sell every type of tool user — from the most exacting cabinet 
= maker to the rankest “‘duffer.”’ 

Your jobber is ready to furnish this Chisel Display Unit and the new booklets, and 
ORE CHISELS to recommend a fast-moving stock of Stanley Chisels. 


Stanley “EVERLASTING” Stanley SOCKET 
Chisels Chisels 


Indestructible Leather capped 


{ 


SELL M 


Sat y« “ 





Stanley TANG 
Chisels 


"Stanloid” 


composition Composition Handles mahogany colored handles. 


handles. The Wood handles 


strongest 


Best chisel steel. 
Swedish Pattern 


No. 50 Butt Thin Blade Thin Blade 





chisel made. aaa : 

bi ie. ad Seehias Butt Chisel Butt Chisel No. 750 Butt —_ No. 740 Pocket 
No. R5O Butt a . No. 61 No. 60 %” to 2” blades '%” to 2” blades 
° o. 20 Firmer “ if ad ia . 
No. R40 Pocket 1” o 3” need 4" to 1% YY toll, No. 720 Firmer 
',” to 2” blades ° at “ blades blades \% ” to 2” blades 





“The Tool Box of America” STANLEY TOOLS New Britain, Conn. 
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GET YOUR MONEY DOWN 
ON THESE WINNERS 


@ The weeds are on their way to do battle with gardeners. Lawn- 
mowers are already growing dull. Now is the time to display the 
items that keep edged tools sharp. And if you have an adequate 
stock of the items shown here you have all you need. 


Also, if you are one of the thousands of merchants who pur- 
chased the No. 536 Assortment and featured the Free Display 
Card in your window, you are undoubtedly out of stock on some 
or all of these items. We know because jobber orders are com- 
ing in thick and fast. Put the numbers of the items shown here 
on your “ Want List” and get them quick. 

P. S.—A few of the displays featuring the No. 536 Assortment are still avail- 
able. Free with the purchase of one-quarter dozen of each of the items shown 
at right. Your price, $5.36. Retail price, $8.25. First come. first served. 

See July 2nd issue of this magazine for winners 
of our window display contest 


THE CARBORUNDUM COMPANY 
NIAGARA FALLS, N. Y. 


Sales Offices and Warehouses in New York. Chicago. Boston, Philadelphia, 
Cleveland, Detroit, Cincinnati, Pittsburgh, Grand Rapids. (Carborundum and 
Aloxite are registered trade-marks of The Carborundum Company.) 
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No. 190 Scythe Stone, List 
No. 191 Scythe Stone, List 


























amouA BRANDS 


Consistently improved instead of cheapened. All 3 have a 
strong cotton cord carcass. All three known by names recog- 
nized everywhere. 










BULL DOG CORD — 2-braid. The leading brand of 


high quality garden hose. Attractive wide corrugations. Dis- 
tinctive chocolate brown color. For discriminating home 
owners, estates, parks, contractors, country clubs. 


SA eG 


wy oa i VIGILANT — 2-braid. Our largest selling brand of 2- 


braid garden hose. High enough in quality to be considered 
a strictly high grade hose, yet low enough in price to command 
a large volume of sales and repeats. 





“ils 







VIXEN —1-braid. Built to supply the demand for a 


popular priced hose that will give satisfactory service. 







Dont overlook THIS ONE / 


The new Tiger! Astonishing value. A low price hose that you 
can sell on a quality basis. Enables you to meet all low-priced 
competition. Built with cotton cord carcass, well braided, 
with fine ribbed corrugations. 









- The BOSTON NOZZLE. Most imitated nozzle made. 
Never equalled in quality. Fastest seller. Simply and heavily 
constructed. Gives a perfect spray. 





BOSTON WOVEN HOSE & RUBBER CO., BOSTON, MASS. 
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‘IT’S MORE Profitable TO SELL 


THE KIND OF FENCE THEY WANT 


~ 


COSTS LE85 1M THE LONG wut 


¥ 


AMERICAN FE 


Seo Sub Sta 





RGUMENTS with customers are seldom profitable. ing copper bearing steel. Smooth, evenly coated 
Why waste time and risk losingtrade by han- galvanizing. Famous American Weather Curves. 
dling fence that customers don’t know? American Hinge Joints. , Full, honest length rolls 


with specification card in each telling customer just 


Farmers all know American Fence and Posts. ; 
what he is getting. 


And there’s never an argument about American 


quality. American has proved its worth to them for Here are talking points that sell—not just argu- 
more than 40 years. That’s why thereis more Amer- _— ments. And good strong advertising is constantly 
ican fencing in use than amy other brand. reaching your prospects and paving the way for you 
American Fence offers your customers every fea- to sell. 
ture they want—medium hard wire, that is tough Write for information about American Fence, 
and sturdy. Full gauge wire, made from rust-resist- American Banner Posts and Ideal U Posts. 
American Steel & Wire Co., 208 S. La Salle St., Chicago) ~——>> Columbia Steel Company, San Francisco, Calif. 


Tennessee Coal, Iron & R. R. Co., Birmingham, Ala. | Ufa || United States Steel Products Co.,N.Y.,Export Distributors 
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OUR ADVERTISING 


CHALLENGES YOUR CUSTOMERS TO 


In the current issues of National Magazines, 
Industrial Publications, Semi-Scientific Jour- 
nals, Farm Papers, Lumber Papers and Edu- 
cational Papers, our advertising issues a 
friendly challenge to hundreds of file users 
in your trading area. 

All of this advertising urges the reader to 
test Nicholson, Black Diamond or McCaffrey 
Files for himself; to see how they remove more 
stock, last longer and stay on the line of work. 

The test made by the user is the final test. 
It is the test that will bring him to your store 
again and again for Nicholson, Black Diamond 
and McCaffrey Files. 

Hardware wholesalers and mill supply deal- 
ers can meet your needs for complete stocks. 
Nicholson File Company, Providence, R. I., 
U. S. A. 


A ne on FOR EVERY PURPOSE PATENTS PENDING 
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New Console 


New Console Oil 
Range with paneled 
front; porcelain finish- 
ed in white, green and 
ivory, or buffandivory. 















... and Cold 


Weather boosts 


FLORENCE 
Oil- burning 
HEATERS 


It will soon be time to think 
about the big business you can do 
this coming fall and winter in Oil- 
burning Heaters and Range Oil 
Burners. 

Keep your eye on the Florence 
line, with its beautiful models for 
every need and purse; its amazing 
values; its powerful advertising 
and display help. 

There is more business ahead— 
with Florence. 
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ther 
boosts FLORENCE 





New Table Top 


New Table Top Oil 

Range with paneled 

front; fully porce- 

lained in white 
or ivory. 























y 





Oil Range Sales! 


Summer is your star salesman. For 
whether — go away or stay home 
they need and want a cool comfortable 
kitchen, a stove with heat ee on 
the cooking, not on the cook. 

They find the answer in the Florence 
line, with its models for every need and 
purse, from simple oil stoves to beauti- 
ful new Table Top and Console Oil 
Ranges. The powerful wickless kerosene 
burners focus heat directly on the cook- 
ing. The extra large oven, fully insu- 
lated with rock wool, with its Fingertip 
Heat Control and dependable thermom- 
eter, makes baking a real joy. The mod- 
ern design, with paneled front and hand- 


FLO 


OIL RANGES - GAS RANGES - 





some porcelain finish, opens the door to 
new beauty in the kitchen. 

National advertising is carrying the 
Florence story into millions of homes 
this year: city, suburban, town and farm. 
Tie in your window—distribute the Col- 
oroto; take advantage of the added sales 
argument of Summer. Carry a compre- 
hensive line of Florence Oil Ranges and 
Stoves and cash in on your local market. 


FLORENCE STOVE COMPANY 


General Offices and Plant, Gardner, Mass.; 
Western Offices and Plant, Kankakee, IIL; Sales 
Offices: Merchandise Mart, C hicago; "New 
York, Boston, Atlanta, Dallas, Detroit and 
San Francisco. 


ENCE 


HEATERS » RANGE BURNERS 








THE NEWEST THING ON THE MARKET 


HAMILTON BEACH 


ICELESS FREEZER 


Wakes 


S-M-O0O-0O-T-H 
OLD-FASHIONED ICE CREAM 
IN ELECTRIC REFRIGERATORS 


Wakes 
EXTRA PROFITS FOR DEALERS 


[It’s not only new—it’s a sensation! Every modern 
housewife using electric refrigeration wants it—this 
time-tested modern way to make smooth, delicious 
frozen desserts in electric refrigerators. Since its in- 
troduction we’ve received more inquiries about the Ice- 
less Freezer than from any other product we've ever 
brought out. There’s nothing else like it—no cutting 
into or replacing any item you’re now handling. It’s a 
“natural” for extra volume and profit. Retail price, 


$9.95 (western price, $10.45). 


19,000,000 ADVERTISEMENTS 


We are backing the Iceless Freezer with an extensive 
promotional campaign. The backbone of this effort 
will be National advertising in leading magazines. The 
Saturday Evening Post, Woman’s Home Companion, 
Better Homes and Gardens and American Home will 
carry more than 19,000,000 sales messages to your cus- 
tomers. We also supply you with a full array of Dealer 
helps—window and counter displays, recipe booklets, 
folders and mats for powerful advertisements in your 
local newspapers—free on request. 

Place your order for Iceless Freezers with your Job- 
ber’s salesman NOW. Write us for Dealer tie-ups. 
Cash in on the demand being created for the hottest 
item of the iceless age. 


HAMILTON BEACH CO., Racine, Wis. 








The Iceless Freezer needs 
no ice or salt. Place it in 
the freezing compartment— 
and plug it in. (Refrigera- 
tor door closes on flat cord 
without injury.) Motor- 
driven paddles stir the mix- 
ture as it freezes—produc- 
ing a smooth, fine-textured 
ice cream. 





(CAUTION: Tie Iceless 
Freezer does not work in 
all electric refrigerators. An 
approved list is packed with 
every freezer. Be sure the 
customer to whom you sell 
an Iceless Freezer has a 
refrigerator in which it will 
work.) 
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COOLED PAST POSSIBLE INJURY 


are the surfaces of Pennvernon 
Window Glass before any rolls or 
foreign substances come in contact 
with them. Under the watchful eye 
of this Pennvernon Craftsman, a miracle 
takes place. Pennvernon is transformed 
from liquid, white-hot “metal” to brilliant- 
surfaced, unmarred sheets of clear glass! 
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Our new booklet, called “The Making of a 
Leader”, describes in dramatic pictures the man- 
ufacture of Pennvernon Window Glass. To get 
your free copy of this interesting book, sign 
and mail this coupon to 


PITTSBURGH 
PLATE GLASS COMPANY 


2250B Grant Building, Pittsburgh, Pa. 
Name___ 

Address __ 

City ..... 
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Prva lo PROFIT 


By What Millions Already KNOW - 
About PRESSURE 
COOKING «« CANNING 


The Pressure Cooker method of home canning is 
no longer a mystery, or an experiment. Promoted by 
Home Economists and County Agents, Pressure 
Canning and Pressure Cooking is taking the country. 
Never has a better opportunity for profit been offered the 
dealers in National Pressure Cookers. Standard for over 
20 years. Your customers know its reputation. Are you 
prepared to cash in on the opportunity? 

















No Other Pressure Cooker 
Has These SIX Features 


1—Separate Valve for Exhaust 4—Wire Canning Basket in all sizes 
2—Cool Bakelite Thumb Screws 5—Die-cast Rack, Pegs, Cross Bars 
3—Divided Inset Pans for and Lifters 

Cooking 6--Cool Side Handles for Lifting 


The National Pressure Cooker is of the finest aluminum 
alloy obtainable. Permanent molds give even thickness and full 
strength at every point. The steam gauges, including the auto- 
matic release valve, are tested and double-checked for accuracy. 

Refinements both in appearance when on display, and in 
actual demonstration, make the National Pressure Cooker 





The Improved NATIONAL and the National Can Sealer a trade-winning combination. 
Can Sealer Don’t be confused by imitations. There is only one National 
Pressure Cooker and it is made at Eau Claire, Wisconsin. 
Automatically seals, cuts and re- Made in six sizes, 10, 12, 18, 21, 25 and 40 quart. 
flanges cans. The strongest, most Write for Bulletin 10—‘‘Profits from Pressure Cookers.” 


Tells how to sell Pressure Cookers; how to display; 


dependable sealer made. Fully how to demonstrate, etc. Write for your copy today. 


automatic, rust-proof. Nickel- 
plated, a beauty for your display. THE NAT | ONAL PRES SU RE C OOKER C 0. 


You can make money selling it. Eau Claire, Wisconsin 
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NATIONALLY RECOGNIZED because 
» IT’S NATIONALLY ADVERTISED 


y= 


GENERAL 


ELECTRIC 


IRONING SET 


Here’s a great combination — and a real bargain — a brand-new G-E 





Hotpoint Iron with remarkable improvements that you'll find in no other 

iron — and with it comes — (for a brief introductory period only) a valu- 

able ironing-board pad and cover, that will give long and useful service. This valuable ironing-board pad 
A dozen special features make this new iron one of the greatest values and cover will give long and use- 

ever offered by G-E. Fully automatic, with heat-control dial to regulate ful service. The pad is made of 


temperatures for different materials. Practically everlasting Calrod heating thick heat-resisting felt. The cov- 
element. 5 pounds in weight, it is one pound lighter than the average iron. or is made of durable fabric. 
} Its durable Textolite handle has a comfortable thumb rest for easier ironing. , 
Double button nooks for ironing under and around buttons. 
Two handsome models — the Heat-O-Matic — 800 watts; and the Better Homes & Gardens and 
McCall’s will deliver the announce- 


Speed-O-Matic — 1000 watts. Both are beautifully finished in gleaming, com: ak aaa mae a 








extra-heavy Chromeplate. point’s new Ironing Set to your 
. See* your nearest Gen- 
800-watt Iron - - = $6.95 1000-watt Iron - - -+ gee es. Se ee eee 
Ironing-board pad ont cover - _.75 Ironing-board pad and © cover - Pf, eral Electric Hotpoint Distributor 
—_— geen Place your order with 
L Regular Value - - - + Oe Regular Value - - - - - $8.70 him now, to enable you to profit 
Special Introductory Price $6.45 Special Introductory Price $7.45 by this advertising. 


GENERAL @ ELECTRIC 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
SPREE TR TTR oe OS A A a, STS aa RON 2 EO HEN IRRE AHR I 
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Buyers expect good steel in tools made by reputable manu- 
facturers. But it’s the handle that actually sells the tool by its 
appearance, balance and “feel.” 


CELLULOID* and LUMARITH* handles are: 


®@ Tough ... actually unbreakable under the most severe tests. 

® Shockproof ...can be used safely on electrical work. 

®@ Attractive ...clear transparent amber (or other colors) 
and a friendly “feel” create instant sales appeal. 


Leading manufacturers are finding that tools with Celluloid* and Lumarith* 
handles sell best. Write for a free sample. 


CELLULOID CORPORATION 
(jer in touch with 


10 EAST 40TH STREET, NEW YORK, N. Y. 


For “LIFETIME” HANDLES AND GRIPS (5 Ie BEY iL(0) I })) 


(*Trade Marks Reg. U. S. Pat. Off.) 
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We urge you to communicate 
with the following Manufac- 
turers for the best in Oil Burn- 
ing Stoves and Ranges. 


ALLEN MFG. CO. 


Nashville, Tenn. 


ANDES RANGE & FURNACE CORP. 
Geneva, N. Y. 


EARLY FOUNDRY CO. 
Dickson City, Pa 


ESTATE STOVE CO. 
Hamilton, Ohio 


FLOYD-WELLS CO. 
Royersford, Pa. 


GOHMANN-KAHLER CORP. 
New Albany, Ind. 


KEELEY STOVE CO. 
Columbia, Pa. 


MT. VERNON FURNACE & MFG. CO. 


Mt. Vernon, lil. 


OAKLAND FOUNDRY CO. 
Belleville, IM. 


ODIN STOVE MFG. CO. 
Erie, Pa. 


OHIO FOUNDRY & MFG. CO 
Steubenville, Ohio 


ORBON STOVE CO. 
Belleville, Hl. 


QUINCY STOVE MFG. CO. 
Quincy, Hl. 


UNITED STATES STOVE CORP. 
South Pittsburg, Tenn. 
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ALL STEEL RANGE BURNER 


"The Home's 
Most Faithful Servant'’ 












The Stove Manufacturers listed on this page have 
long enjoyed an outstanding reputation for qual- 
ity merchandise. It may be truly stated that these 
companies in association with our Engineering De- 
partment have created the modern Oil Burning 
Stove and Range. As a result, few products sold 
by household appliance dealers, are now showina 
a more substantial volume and profit. 


We, the manufacturer of the famous ABC Range 
Burner, do not manufacture finished oil burning 
Circulators or Ranges, preferrina rather to asso- 
ciate ourselves with successful and long experienced 
firms knowing that the finished merchandise will 
reflect an association of talents resulting from years 
of specialized experience. 


We are proud, indeed, of our associate manufac- 
turers and urge those who serve the public to in- 
vestigate the merchandise offered by these manu- 
facturers and thereby pass on to the homes of 


America a service item INCOMPARABLE! 





Automatic Burner Corporation 


1823 CARROLL AVE.,CHICAGO, ILLINOIS 
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Just 


Among 
Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


R. J. Atkinson— 


The late R. J. Atkinson was 
the happy warrior of the hard- 
ware industry. He was a good 
natured fighter for all that he be- 
lieved would benefit the hardware 
business—and a formidable foe 
in any dispute regarding distri- 
bution inequalities. At all times 
he was a profound optimist al- 
ways seeing a brighter light ahead 
no matter how dark the path 
might seem. He was that way in 
business and in his daily life, 
always planning for improve- 
ments. Even in the last few weeks 
of his ebbing life, as he lay in 
his hospital bed, he told me of 
plans for his store, ideas for the 
local and state hardware asso- 
ciations and of a thought he had 
for the merchants association in 
his part of Brooklyn, N. Y. Since 
his passing on April 28, 1936, I 
have thought often of many lit- 
tle visits with him in many parts 
of the country. He never recog- 
nized the possibility of ultimate 
failure in any undertaking. A 
few years ago the New York State 
association planned a New York 
City convention and exhibit in 
Madison Square Garden. Every- 
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one else interested said it couldn’t 
be done—but not so with R. J. 
He believed in the idea and went 
out and made that convention a 
success despite the pessimistic 
view of all his co-workers. That 
particular incident sticks in my 
memory as very typical of his 
thinking about any hardware un- 
dertaking. In a measure his rela- 
tively early passing was due to 
his untiring efforts to help others. 
He was truly a martyr on the 
altar of trade, civic, social and 
church organization work. In all 
these pursuits he took a leading 
part and gave unsparingly of his 
time, talents and strength, to such 
an extent that his place can hard- 
ly be filled in any of these ac- 
tivities. It is hard to lose such 
a good friend and useful citizen 
and makes one wonder sadly just 
how much service a man should 
render an industry and the gen- 
eral cause of helping others. 


Summer Slump— 


I once met a young fellow 
who entered the retail hardware 
business in June. The store was 
owned by his father, who neg- 
lectfully forgot to inform the son 


that there “isn’t any hardware 
store business in June, July and 


August.” As a result, the boy 
thought he had to ‘sell goods 
throughout the year and did so. 
Of course, he added new lines 
that were appropriate for the sea- 
son and used display and adver- 
tising ideas in keeping with the 
weather. There are others who 
have beaten the summer slump 
tradition, but there is still a too 
widespread defeatist attitude 
about the summer season. Co- 
lumbia Broadcasting System spent 
a lot of money to study summer 
sales data and finds that: 34.2 
per cent of all passenger cars: 
28.0 per cent of all cigarettes: 
28.3 per cent of all cigars; 25.6 
per cent of all 5-cent and 10-cent 
and 22 per cent of all depart- 
ment store merchandise are pur- 
chased during June, July and 
August. So there is summer bus- 
iness for those who insist upon 
getting it. The items mentioned 
are not sold generally in hard- 
ware stores, but are good general 
indices of buying habits of the 
American consumer. 


Summer Goods— 


The summer actually 
offers sqme unusual profit sales 
opportunities on suitable mer- 
chandise. This includes a wide 
range of sporting goods, camping 
and touring equipment, house- 
hold goods for summer homes. 
radio and automobile tires and 
accessories. To this must be 
added electric fans, beverage sets. 
summer lawn and porch furni- 
ture, swings, hammocks, garden 
hose and tools, sprinklers, plant 
food and a hundred other active 
summer season items. Window 
displays suggesting the cool com- 
fort and convenience of modern 
equipment during the hot weather 
season will help make sales. There 
will be ample window and other 
selling ideas for the warm sea- 
son in each issue of HARDWARE 


season 
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Screen DoorHardware 
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with this line—the display offer—Dealer 


No obligation. 


Write for complete information: How to make money 
Before you forget, Write Now! 


prices. 





Ace. The time to bear down on 
certain merchandise lines is when 
they are in seasonal demand. 


Shiny Money— 


The Hotel Davenport in Spo- 
kane, Washington, never gives a 
guest any soiled paper money 
nor any dull silver coins. All 
paper currency is laundered and 
ironed and all coins are shined 
up before being made available 
for making change at this famous 
hotel. It is quite a novel plan, 
causes considerable comment and 
is a well-known feature for many 
miles around. It is truly smart 
advertising, different and with a 
sure-fire appeal. All persons pre- 
fer shiny coins and clean paper 
money. When spending this shiny 
money on trains and in cities 
many miles away cashiers will 
comment, “I see you have been 
to the Davenport.” It doesn’t 
cost very much to clean up this 
money, yet it pays handsomely in 
building an appreciation of the 
hotel. Hardware men cannot al- 
ways count on shiny coins, but 
could make it a point to get fresh, 
crisp dollar bills at the bank 
each business day. In a very 
short time the consuming public 
would notice this thoughtful ser- 
vice, would comment and would 
buy at the store with the clean 
bills for change. 


Early Birds— 


In several far-western cities 
there are Early Bird Clubs. I 
attended a meeting of one at Spo- 
kane. These clubs comprise bank- 
ers, public officers, teachers, law- 
yers, business men, doctors and, 
in fact, a good general cross 
section of a town’s business and 
social life. Once a week the mem- 
bers meet for a 7:30 a. m. break- 
fast. Hotel registers are scanned 
for likely guest speakers. The 
speaker gets a razzing introduc- 
tion and is invited to speak on 
anything or nothing as the spirit 
moves him. It is mostly for fun 
and sociability, which it accom- 
plishes very easily. These break- 
fasts are remarkably well  at- 
tended, create good neighborly 
spirit among the town’s business 
and professional men and often 
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bring together interesting experi- 
ences as the entire proceedings 
are delightfully informal. At the 
meeting I attended the chairman 
explained that it was the only 
club in the world which actually 
accomplished its purposes and 
aims which, he said, were a “net 
nothing.” At the same time | 
am reminded that I sat with a 
hardware wholesaler, a bank pres- 
ident and the mayor of the city. 
At a nearby table sat the park 
commissioner, another bank pres- 
ident, a doctor and a judge. In 
that hour and one-half one could 
get a good weekly. glimpse of ac- 
tivities in many pursuits, all of 
which adds to one’s fund of 
knowledge and broadens his so- 
cial aspect. 


Three Stores— 


In a certain western town with 
more than 35,000 population 
there are three good-sized hard- 
ware stores in one section of 
town. These stores are less than 
a block apart in location, but are 
many miles apart in performance. 
All have been established more 
than twenty years and all are con- 
ducted by members of their re- 
spective founders’ families. There 
are three other relatively less im- 
portant stores in town and, of 
course, the usual quota of mail 
order and chain stores. From 
the appearance standpoint, win- 
dows, interior displays, etc., there 
is little choice. Two have been 
actively selling major electrical 
appliances for several years and 
the third is just getting under 
way in these lines. Otherwise their 
stocks run fairly parallel. I 
visited all three stores and found 
but one of them—the one now 
adding major appliances—really 
busy and active with store traf- 
fic. The reason was obvious, for 
only in this one store could a 
customer feel that he was welcome 
and that the store staff were anx- 
ious to be of useful service. These 
calls were made more than a year 
ago, otherwise I might hesitate 
to give so much identifying data. 


The Active Store— 
In the one really busy store 


there was a complete air of friend- 





liness, extended to both buyers 
and sellers who called. The pro- 
prietor himself was on the job, 
easily accessible to customer or 
salesman. He had plenty of both 
while I was there. Whether he 
bought or not, whether the cus- 
tomer bought or not—there was 
no difference in the treatment ac- 
corded the visitor. Store spirit 
starts with the proprietor. If he 
is friendly, courteous and _atten- 
tive the store staff follows suit. 
They must, for that kind of a 
manager would not have any 
other type of help. There is also 
the obviously understood “fol- 
lowing a good example.” A 
friendly boss radiates such a spirit 
among his associates and they, 
too, act as though they are glad 
to be in the retail hardware busi- 
ness. Certainly, discourtesy is the 
cardinal sin of retailing. A store 
cannot exist if the boss and his 
helpers are disagreeable to either 
customers or salesmen. 


The Other Stores— 


The other two stores treated all 
visitors alike. In both cases the 
bosses were hard to get at. Be- 
fore you stated your business 
your inquiry for Mr. So-and-So-, 
was immediately answered with a 
brusque, “He doesn’t want to buy”’ 
anything today.” How could he 
tell—how could the girl who said 
this tell? How could anyone ever 
tell? These two stores had a defi- 
nite, unmistakable, unfriendly at- 
titude. It started with their re- 
spective *managers and radiated 
right down, all the way through 
their organizations: There are 
times when managers are too busy 
to see anyone, but there never 
was a time when the information 
girl could not at least be polite. 
She never waited to find out 
whether the visitor was buying 
or selling. Frankly, these stores 
were not busy. I waited more 
than an hour in one store and 
nearly that time in the other, for 
I was determined to get a first- 
hand look at these two store own- 
ers (I cannot call them hardware 
merchants). They were good 
enough fellows after you thawed 
them out, but their first greetings, 
their general attitude toward their 

(Continued on page 70) 
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Letters to Help 
Increase Your 
Paint Sales 


one of the first things is to 

avail yourself of the advan- 

tages that your manufacturer of- 

fers. This is to an extent true of 

any drive, but the booklets and 

in many instances the demonstra- 

— tion work offered by the paint 

manufacturers are_ particularly 
effective. 

But before starting your drive, 


F let us consider the gener er- 
This letter for farmers. Above, a selling letter Pe. “ 8 al m 
for institutions, factories, etc. chandising problems, for you 


ke planning your paint drive, 
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want to be fully equipped to 


‘meet your customers’ needs. 


To handle a paint line prop- 
erly you must have a complete 
line of at least one manufacturer 
in order to give proper service 
to your trade. There is more 
profit, too, to you as a retail 
merchant to concentrate on one 
line of paint, thereby securing 
the exclusive territory of the 
manufacturer so that you can 
cash in on all of his promo- 
tional effort and expense. Thus. 
by this concentration on one line 
you render more service and of- 
fer a better assortment of prod- 
ucts for the capital invested. as 
well as a better turnover. 

As far as competition is con- 
cerned, there is much in you 
favor. In contrast to mail order 
houses you have convenience, 
quick delivery and quality prod- 
ucts to offer. Make the most of 
these points in your letters, your 
advertising, even in your con- 
versation with customers. 

To meet department store in- 
roads on your trade, stress in 
your messages the value of the 
technical advice which you are 
able to render. Also, convenience 
of shopping, quick delivery, and 
the advantage of buying paint at 
a nearby source where additional 
extras can be quickly procured 


(Continued on page 72) 


Dear Home Owner: 





Orin) wacrhecay oy bd pig every woman who 
garden will wan repaint it 

form to the new color styles, We especially sugges Hye aga 
green a8 smart new color choices. 
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Perhaps you are better informed than we are on th new 
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Please call. upon us for whatever service we can render 


Dear Sir, 


You know and 
Sti tute ‘ your 
is pleases” *Stlefaction. Tt se? knows, that 
fri > He wil) ae the job is »; there is no 5 
foul eg SPOut you, Bur, OE with more yiieht"s the cus oa 
t 49 with the * 1f @ Job is wrest He'll tel et 
happen Paint or Wrong, tell hig 
the wood =. eeli the 
YOu know wha 
t will 
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How often do you think a house should be painted to 
keep it in good condition? 


You'll probably say that it depends on the house and 
the weather conditions, and mage ny Boonen bey alot paint 
used. We with you there 8 we _----- 
House Paint’ It protects the surface and it lasts. 


We would like to explain to you just what it means 
a good quality paint, "Cheap" paint, so-called, 
not last. When you figure that the labor costs three 

3 as much as the paint, and that cheap paint lasts less 
than half as long as good peint, why you can see that cheap 
paint really ien't cheap at all. And besides, do you know 
that good paint, though it may cost more per gallon actually 
costs less per square foot because it covers sore surface? 

So even to start with, good paint costs less. And most ia- 
portant of all cheap paint does not protect the surface, which 


fis 
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You know painting a house not only increases its 
selling value but protects the wood against the wear and tear 
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These letters will help you to in- 
crease your paint sales: 


Top: A letter to Homeowners and 
householders. 


Center: A letter to painters and 
contracting painters. 


Lower: Another letter to home- 
owners. These sales letters should 
go out on your business stationery, 
which should be neat and attrac- 
tive. 
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Epitor’s Note:—In previous ar- 
ticles by this author, The American 
System of Enterprise has been de- 
fined as Individualism, Initiative, In- 
dustry and Independence. It has 
been shown that it has set the high- 
est standard of living the world has 
ever seen. It has also been shown 
that totally different Systems are re- 
quired by resourceless and disunited 
Europe and resourceful and united 
America. From which it would seem 
that the American System of Free- 
dom of Enterprise is the one for us. 

Now people are asking what hap- 
pened to our System just prior to 
the six-year horror of this depres- 
sion. Was the System itself a cause 
of the depression? Was it tem- 
porarily broken down by the irre- 
sistible surge of destructive forces 
new to it? Or has it fallen com- 
pletely into obsolescence, to make 
way for a newer and better System? 

It is quite natural that these ques- 
tions should arise in the popular 
mind, unaccustomed to analyze 
causes and only too ready to blame 
hard times on whatever is handiest 
—big business, the bankers or the 
Government. 


Here is what happ 

(diagonal hatching) during and after the Civil War. 

take thirteen years to decline. 

. nothing to the long one which followed it after nearly nine years. 
right by the Century Press, Toledo, Ohio. 
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Volume (black) and Wholesale Commodity Prices 


Prices shoot up to a peak and 


Meanwhile the short depression right after the War is 


From a chart copy- 


By 


MORGAN FARRELL 


Director, Chilton Bureau of Economic Research 


VERY considerable num- 
A ber of people think that 

the American System was 
indirectly the cause of the de- 
pression in this country. 

They say the immediate cause 
was the collapse of the insanely 
inflated stock market, the key- 
stone of the American System, 
which did nothing to avert the 
disaster. That credit immediately 
contracted to the vanishing point 
carrying all business done on 
credit with it. There is some- 
thing in this argument, but the 
explanation of the depression is 
not quite so simple. 

There was a four years’ war, 
involving all the Nations of the 
globe. It had not only arrested 
the normal constructive activities 
of the whole Earth for that 
length of time but had released 
destructive forces which could not 





be stopped even by the loss of 
millions of lives and billions of 
treasure, but must go on until 
the healing power of time could 
do its work. 

If there had never been an 
orgy of stock market gambling 
by everybody, who could scrape 
together enough to buy stocks, 
about which they knew nothing, 
the depression would have come 
just the same. The war had cost 
us $26 billions; we had lost some 
$16 billions more in foreign 
repudiated obligations, public and 
private. On top of that, our for- 
eign trade dropped from $3 bil- 
lions excess of exports over im- 
ports to $.2 billions per year. 
How could that stupendous sum 
be taken out of our National 
wealth without a complete disloca- 
tion of business, without everyone 
of us feeling the pinch of poverty? 
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And here is what happened after the World War. 
after the Civil War but the business volume swings are more violent b 
of the whole World was throwing its inertia into the moves. 


ISYEAR DEFLATION 


the Century Press, Toledo, Ohio. 


However, we did not feel the 
effects of the World War all at 
once. The vanquished Nations of 
Europe did. They joined their 
erstwhile Russian and Italian foes 
in revolution and anarchy. Spain 
in the West and China in the East 
went into revolution. India and 
Egypt trembled on the verge. 

Meanwhile the victorious pow- 
ers were almost as badly off. They 
escaped revolution, but that is 
about all. Broken and demoralized, 
they could neither pay us nor do 
business with us. At this moment 
the situation is only moderately 
better, despite our best efforts. 

The rest of the world had been 
going through these throes twelve 
years before they reached us. We 
thought that we were going to 
escape them; that, for some 
strange reason, whatever went up 
would not come down. To make 
matters worse eventually, we em- 
barked on an easy money spree, 
of overbuilding, overbuying and 
overspeculating. Not only was 
credit unlimited but financing by 
the sale of shares to the public 
reached the highest point ever 
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known, something like $7 billion 
worth of real estate stocks, mort- 
gage bonds and guaranteed cer- 
tificates. These were held by 
nearly six million people. 
Finally the lag period ended 
and we were struck by the full 
fury of the financial storm which 
had been sweeping around the 
world. The fact that we were 
bowling along under the full sail 
of prosperity spending did not 
cause the disaster—it only made 
it that much worse. So it came 
to pass that, when the gale sub- 
sided, stripped of her canvas and 
under bare poles, our economic 
vessel came to a dead stop. 


Did Not Bring On 
The Depression 


That, we believe, faithfully de- 
scribes what happened. The 
American System had nothing to 
do with bringing on the depres- 
sion. It was functioning perfect- 
ly before the war, continued to 
function with amazing flexibility 
under the expansion demands of 
the conflict and resumed opera- 
tions in the post-war backwash 


7 YEARS 


BER-1718 


The cycle is identical with that 
he hy 2 





From a chart copyright by 


system Sees It Through 


as efficiently as ever it operated. 

The next question people have 
asked us: “Did our American 
System temporarily break down 
under the irresistible surge of 
destructive forces new to it?” 

For a time it looked as though 
this might be so—until we re- 
membered to look up our history. 
The Civil War period furnishes 
a striking parallel. Using whole- 
sale commodity prices as a guide 
to what was happening we find 
the curious similarity shown in 
the adjoining table. “Normal,” 
i.e., 100 is the 1910-1914 aver- 
age price index. 

In both cases the war lasted 
four years and absorbed all the 
energies of the Nation. In both 
cases commodity prices were 
normal at the beginning of the 
conflict, rose rapidly to a peak 
and then subsided slowly back 
to normal, after a total period of 
seventeen years. When these fig- 
ures are plotted the resultant dia- 
grams show a most striking re- 
semblance to each other. 

Although we have not space 

(Continued on page 74) 
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CIRCLES in the 
Layout Design 


— A SIMPLIFIED METHOD 
OF LAYOUT DESIGN — 


By E. H. BROWN 


shown with triangles and rec- 

tangles, the circle alone may 
be used as the basis of the geo- 
metrical design upon which the 
advertisement is to be built. 

The peculiarity of the circle, 
that it contains neither straight 
lines nor angles, instead of being 
a disadvantage, is, in reality, often 


Js as has been previously 
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a decided help. The absence of 
these display indicators generally 
results in less complicated adver- 
tisements, unless, as demonstrated 
by Figure 9, four or more circles 
are used in a single advertisement. 
But if the geometrical pattern is 
held to two circles, or not more 
than three, the absence of points 
brings with it fewer display lines. 


With the circle (Rule 10), 
Headings must be placed at the 
top of each circle and at the cross 
lines, or at the bottom of circles. 
In Figure 7, nothing but the top 
of the first circle and the four 
cross lines have been used, two of 
the latter coinciding with the tops 
of two of the circles and thus re- 
quiring but a single heading. 
Again, in Figure 8, the rule de- 
mands but four headings, although 
a fifth at the bottom of the upper 
circle has been added. Even in 
Figure 9, where the unusual num- 
ber of four circles has been em- 
ployed, a total of only eight dis- 
play points is indicated. With 
either triangles or rectangles the 
number would probably have been 
much greater. 

Simplicity, then, is the keynote 
of the circle. This simplicity often 
makes it ideal for combination 
with the other forms when the ad- 
dition of either an extra triangle 
or rectangle would destroy an 
otherwise pleasing geometrical 
pattern. Used alone, the num- 
ber of possible combinations of 
circles, large and small, is limited 
only by the advertiser’s ingenuity, 
and he will have little difficulty 
in designing a satisfactory variety 
of attention-getting layouts with 
them. 


More About Illustrations 


In the two preceding articles 
relatively little has been said 
about illustrations except that it 
was indicated that they might be 
inserted in the white spaces shown 
upon the layouts. Illustrations, 
however, play a vital part in ef- 
fective advertising, and may not 
be ignored. 

The danger of illustrations lies 
in the fact that the advertiser, un- 
less held in check by a definite 
formula covering their use, is 
liable to be over-generous with 
them, particularly so in the case 
of retail advertisers who have 
available at the newspaper offices 
mat services at little or no cost. 
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A glance through the pages of a 
newspaper or magazine will dem- 
onstrate that there is today a dis- 
tinct tendency to use illustrations 

-pictures, rather—regardless of 
whether they improve the adver- 
tising or otherwise. They are so 
cheap in the form of mats that 
many advertisers find it easier to 
toss a few pictures into their copy 
space together with a heading and 
a brief word of description and 
price, than they do to write a real 
selling message. The result is 
that advertisement after advertise- 
ment appears containing illustra- 
tions almost identically the same, 
and the competition is naturally 
keen. 

While it is undeniable that pic- 
tures tell the story quicker than 
words—there are pictures and pic- 
tures. If the illustration is gen- 
uinely story-telling, if it pictures 
the merchandise attractively, if it 
shows the product in use in a tell- 
ing way, if it arouses a desire for 
ownership, if it enticingly shows 
the result of that ownership, in 
all probability the illustration will 
be successful. But a picture used 
merely to fill space, or to save the 
advertiser the mental work of pre- 
paring selling copy, had better be 


FOR BETTER BUSINESS 


omitted. (Rule 11) Use illustra- 
tions only when they do a better 
selling job than could be done by 
devoting the same amount of space 
to text matter. 

The purpose of advertising is to 
sell merchandise, or a service, or 
sometimes an idea—in any event, 
there is something to be sold. The 
method of presentation that best 
furthers this purpose is the method 
that should be used. If an illus- 
tration of a cow jumping over the 
moon will do a better job of sell- 
ing skiis, for example, than an 
equivalent amount of text—then 
by all means the picture of the 
athletic bovine should be used, 
dignity permitting. 

There must be more to illus- 
trations than their attention-get- 
ting value. If they have that, so 
much the better, but it should not 
be forgotten that the attention- 
getting value of the advertisement 
is largely determined by the lay- 
out as a whole rather than by 
individual parts of it. An atten- 
tion-getting advertisment contain- 
ing admittedly poor illustrations, if 
the latter be real selling pictures, 
is a far better investment for the 
advertiser than a beautifully il- 





lustrated advertisement with little 
or no real selling message. 

In using illustrations, as sug- 
gested by the rule already given, 
the advertiser should ask himself, 
“Will this picture do a better job 
of selling than the same amount 
of text? Does it illustrate the 
merchandise or its use or the re- 
sults of owning it, more enticingly 
than could be done by words?” If 
so, the illustration should be used. 
If not, it should be omitted. 

There is another disease ram- 
pant—the belief that readers will 
pay attention to nothing but short 
copy. The result is the publica- 
tion of thousands of advertise- 
ments that are little more than 
skeletons, many of them disjointed 
skeletons at that. Instead of pre- 
senting a unified appearance, each 
part of the advertisement bearing 
the proper relation to the other 
parts, and the entire advertisement 
“hanging together” as it were; we 
see the pages of newspapers, and 
sometimes magazines, littered with 
the wrecks of mistaken ideas. One 
of the worst forms of advertise- 
ments resulting from this briefing 
process is that which presents a 
spotty appearance, and the eye 
jumps from spot to spot, never 
resting more than a second on 
each, while the mind seldom 
grasps the advertiser’s message. 

Admittedly, large blocks of 

(Continued on page 86) 
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THE HINGED MEWICINE SPOON, 
OF 1830 - 

THE HINGED TOP PREVENTED THE 
PATIENT FROM SEEING THE DOSE, 
AND THE GMALL OPENING ON THE 
END ALLOWED THE LIQUID To SLIP 
DOWN THE THROAT WITHOUT MUCH 
DIGAGREEABLE AF TER-TACTE 





A HAMMER OF PURE /ROA/ WOULD BE 
WORTH MORE THAN A HAMMER. OF 
PURE GOLD/ NO LABORATORY HAG 
EVER SUCCEEDED IN PRODUCING PURE 
IRON THOUGH THEY HAVE COME CLOSE To IT 
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| PAILS AS TALL si 
AG THE PEOPLE 
WHO CARRY 
THEM ARE 
USED IN THE 
PHILIPPINES — 
(HOLLOWED 


BAMBOO 
PIECES ARE COING IN THE FORM OF TOOLS 
USED AG WERE UGED BY THE CHINESE 
Dole) 3,500 YEARS AGO/ 
THE CHMAMAM 15 HOLDING 
“MEE” AMO SPADE COINS 
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ceive this issue of HARDWARE 

Ace (June 4), Texas will 
open her 25 million dollar show 
in Dallas, celebrating the one 
hundredth anniversary of Texas’ 
independence. 

Texas is celebrating the passage 
of 100 years since her pioneer set- 
tlers won freedom from Mexico 
and set up the Republic of Texas, 
which later became one of the 
states of the Union. Throughout 
the Lone Star State there will be 
many celebrations at various 
places of historic and patriotic 
interest. The cities and towns lo- 
cated on sites which were scenes 
of battle during the Texas Revolu- 
tion, and the communities that 
were founded during the period of 
exploration and colonization pre- 
ceding the days of the Republic, 
will commemorate their historic 
past with appropriate fetes and 
the placing of permanent monu- 
ments. 

A hundred years of living, more 
than thirty years of planning, and 
twelve years of work have gone 
into the plans which will cul- 
minate in the official opening 
June 6, 1936, at Dallas, of the first 
great World Fair ever to be held 
in the Southwest, the Texas Cen- 
tennial Exposition. 

If you are interested in the 
State of Texas, I suggest that you 
write to the Dallas News and send 
them 65 cents for a postpaid copy 
of the Texas Almanac and State 
Industrial Guide. This book con- 
tains very exhaustive information 
about the state. If you study it 
you will be very much impressed, 
not only with the romantic and 
colorful history of the state and 
its founders, but the growth of 
Texas reads almost like a fairy 
story. 

Texas developed as a poor 
man’s state. The people who set- 


yp? about the time you re- 
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tled in Texas did not have rich 
ancestors. Inherited money did 
not flow into Texas. Like Topsy, 
the State of Texas just grew from 
her own resources. That is why 
today Texas is probably one of 
the most democratic places on 
earth. Family trees do not cut 
much figure among Texans. What 
they want to know is what you are 
yourself. What you have accom- 
plished. What you stand for. This 
is one reason why the development 
of the State of Texas has been so 
wonderful. 

From the World’s Almanac, 
published here in New York, | 
quote the following figures about 
Texas: 


AREA, 265,896 sq. m. Ist in Rank. 

Poputation, Census of 1930. 5,824,- 
715; fifth in rank. Increase in 
decade, 24.8%; density 21.9 to 
sq. mile. Capital—Austin, pop. 
1930, 53,120. 

WEALTH, 1929 est., $10,939,000,000; 
$1,906 per capita. 

Texas, of the West South Central 
group, up to 1836 part of Mexico, 
then an independent republic, be- 
coming one of the United States on 
Dec. 29, 1845, is bounded on the 
north by New Mexico and Oklahoma, 
Arkansas, Louisiana and the Gulf of 
Mexico, on the South by the Gulf 
and Mexico, and on the west by Mex- 
ico and New Mexico. It is the larg- 
est state, embracing over 8% of the 
area of the whole country. Its ex- 
treme length is 760 miles, and ex- 
treme breadth 620. 

Texas, under the joint resolution 
of Congress for its annexation ap- 
proved March 1, 1845, may subdi- 
vide its area into any number not 
exceeding four additional states of 
convenient size having sufficient 
population, which shall be entitled 
to admission to the Union. This 
was approved by Texas and the 
State was admitted by joint resolu- 
tion of Congress, approved Dec. 29, 
1845. March 2, 1836 is Texas In- 
dependence Day and the anniversary 
is a State holiday. 






TEXAS—The Land of Opportunity 


By SAUNDERS NORVELL 


_In the Western part it is moun- 
tainous, the “Staked Plains” lying 
in the northwest, a great prairie in 
the central portion, and a lower 
lying region nearer to the Gulf. 
Western Texas is mostly without 
forestation but in the east formerly 
there was a large wooded area, 
nearly 8,000,000 acres, materially re- 
duced by extensive lumbering, the 
normal annual cut being nearly 
1,500,000 M. board feet, mostly yel- 
low pine—555,814 only in 1931. 

The census of 1930 returned 495,- 
490 farms containing 125,041,764 
acres, land and buildings being 
valued at $3,606,223,554. The value 
of all crops, livestock and livestock 
products marketed in 1932 was 
$354,158,000 as compared with 
$786,728,000 in 1929. Under irriga- 
tion are 797,695 acres. 

Texas is easily the leading cotton- 
growing state and cotton shipments 
through its ports are very heavy. The 
acreage, crops and value of the prod- 
uct (000 omitted) for three years, 
was: 

Value 
Acreage Bales Lint. Cottonseed 


1930 16,950 4,846 $189,786 $89,468 

1931 15,469 65,320 144,925 24,184 

1932 18,932 4,445 115,570 165,848 
Other recent harvests (000 omit- 


ted) were: 


9 Acres Bushels Acres Bushels 
Wheat ...... 2,958 29,580 1,973 13,022 
CORR. sccs:ccee 5,707 102,726 5,422 174,824 
Oats cccccce. 1,749 41,976 1,189 20,808 
Sorghum . 4,065 63,008 4,228 46,508 
Potatoes, wht. 441 6,331 57 3,648 
Potatoes, swt. 100 7,600 78 6,240 
eee 185 9,065 141 7,473 
Peanuts .... 229 125,950*% 207 128,340° 
Pecan nuts... ... 250 ... Bee 

*Pounds. 


The livestock, census of 1934, re- 
turned: Horses, 727,000; mules, 
960,000; cattle, 674,000; sheep, 
8,179,000; pigs, 1,667,000. The wool 
clip in 1933 was 74,800,000 Ibs. 
Texas, with its vast prairies, leads 
the country in the cattle-raising in- 
dustry. 

Oil is found all the way from the 
northwest to the southeast on the 
Gulf, the field there being somewhat 
concurrent with that of Mexico. In 
the north and northwest, the forma- 
tion runs with that of Oklahoma and 
Kansas, the content being rich. 

The Texas gas wells in the Dallas- 
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Fort Worth district are the chief 
source of the supply of helium gas 
now used in the Navy’s dirigible 
airships. 

Texas is first in rank in value of 
its mineral products. The petroleum 
output in 1933 was 396,453,000 
bbls.; 312,478,000 bbls. in 1932; 
332,437,000 bbls. in 1931; and 290,- 
457,000 bbls. in 1930, leading all 
states. Natural gasoline output was 
371.1 million gallons in 1932, and 
426.7 million gallons in 1931. The 
natural gas output in 1932 was 467,- 
295 million cu. ft.; in 1931 464,580 
million cu. ft. Carbon black pro- 
duction in 1933 was 214,855,000 lbs.; 
and in 1932, 200,440,000 Ibs. Coal 
production in 1933 was 610,000 net 
tons; 1932, 637,000 tons; 1931, 
716,000 tons; and 1930, 834,000 
tons. 

Texas is the only state now pro- 
ducing sulphur. The output in 1933 
was 1,083,445 long tons; 1932, 889,- 
000 tons; 1931, 2,128,930 tons; 1930, 
2,558,981 tons, a record. Shipments 
were 1,376,526 tons valued at $24.,- 
800,000 in 1931; 1,108,000 tons, val- 
ued at $19,900,000 in 1932; and 1,- 
637,000 tons, valued at $29,500,000 
in 1933. 

The state is rich in all the base 
minerals, also asphalt and_ pottery 
clay, much awaiting development. 

In the northwest the bed of a for- 
mer inland salt sea contains the salts 
that appear in all sea waters, and the 
University of Texas at Austin and 
the United States Geological Survey 
have announced the discovery of 
potash, the work of proving the ex- 
tent thereof being now in progress. 

The petroleum refineries form the 
leading industry, 62 having an out- 
put valued at $519,005,136 in 1929. 
The wholesale slaughtering and meat 
packing houses, cotton seed oil and 
meal factories and lumber mills are 
important. 

Texas in 1932 took first rank from 
New York in value of exports orig- 
inating within the state—$299,650,- 
783. The state was second in 1931, 
$324,370,164; in 1930, $506,083,298 ; 
in 1929, $657,559,600; and in 1928, 
$817,001,082. 

The petroleum refineries form the 
leading industry, 82, with 16,099 em- 
ployees earning wages aggregating 
$23,468,848 having an output valued 
at $310,336,196 in 1931 (62 having 
an output valued at $519,005,136 in 
1929). The wholesale slaughtering 
and meat-packing houses, cotton seed 
oil and meal factories and lumber 
mills are important. 

The U. S. census of manufactures, 
1931, reported 4326 establishments 
(5187 in 1929) with 94,867 em- 
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ployees (131,503) earning $99,060,- 
731 ($147,888,853) and an output 
valued at $845,217,158 ($1,449.801,- 
916). 

The land and water ports of 
Texas, in 1933, handled exports val- 
ued at $364,331,000. Galveston is 
the chief seaport, the value of ex- 
ports for the district in 1933 was 
$283.614.000, of which $170,399,000 
came from Houston. Houston where 
seventeen railroads converge has 
since 1919 become an important 
shipping port, though fifty miles 
from the sea, through the widening 
and deepening to a thirty-foot chan- 
nel of the Buffalo Bayou and San 
Jacinto River, completed in August. 
1925, at a total cost of $20,000,000 
including the Municipal Terminals 
with fourteen wharves. Through the 
Beaumont-Port Arthur ship channel 
are exported huge quantities of 
petroleum products (total exports, 
$44,320,000 for 1933 and. $39,482,000 
in 1932) and the district has devel- 
oped into a great industrial center. 

Texas now leads in railroad mile- 
age, having 17,030 in 1933. 

The University of Texas at Austin 
is well known and has authority in 
many lines of research, especially in 
geology. There are a dozen other 
well established higher institutions. 
Expenditure for public schools 
(higher institutions) in 1932 was 
$78,778,000. Enrollment was 1,309,- 
746. 

Illiteracy in 1930 was 6.8% as 
compared with 8.3% in 1920. While 
it is low among the whites, it is still 
high among the negroes, and the 
Mexicans, the largest number of for- 
eigners. 


A Trip to Texas 


The writer has traveled in almost 
every part of Texas. He has 
watched the development of 
Texas for many years. He believes 
that it would be a very good thing 
for a lot of people who live in 
Eastern states, people who have 
lived in industrial towns such as 
we see in New York, Pennsyl- 
vania, Massachusetts, Connecticut, 
etc., to take a trip to Texas. A 
lot of people here in the East are 
tired of industrial towns. They 
are tired of the ups and downs. 
They are tired of having a feast or 
a famine. They are tired of the 
monotony of their machine made 
lives. It would do these people 
a lot of good to take a trip over 
Texas. Texas is the land of oppor- 
tunity. There is plenty of room. 
The people in Texas make their 





living easily. They are a sociable 
lot. They don’t believe in work- 
ing too hard. They take time to 
discuss events over the back fence. 
Of course, there are comparatively 
few millionaires in Texas, but the 
state, taken as a whole, is the 
Paradise of the man of moderate 
means. 

There has been a great change 
in the ideas and ambitions of men 
in the passing generation. I can 
remember when we were told to 
save every cent, work hard, accum- 
ulate money, and so build up a 
fortune that we could enjoy in our 
old age. How our ancestors did 
emphasize thrift and economy! 
How, as young people, we had that 
idea hammered into us! After 
being educated in this old-fash- 
ioned plan, one almost believed 
it was a crime to spend a dollar 
for anything that was pleasant or 
agreeable. Now I don’t believe 
that this present generation feel 
the same way. A whole lot of 
people who denied themselves 
almost everything, who accumu- 
lated a bank account, found that 
in some shape or form their life- 
time savings just disappeared. 
Sometimes it was bad investments, 
or a bank went wrong, or a com- 
pany supposed to be good turned 
out to be a flop, or perhaps some 
relative lifted the bankroll. But 
whatever the cause, the older gen- 
eration found this idea of saving 
and scrimping when they were 
young, to take care of the futare, 
did not turn out so well. So, to- 
day, I believe, that the average 
young man and woman has a dif- 
ferent kind of ambition. Their 
idea is that they wish to enjoy life 
as they go along. They want a car. 
They don’t expect a palatial home 
but they would like a little home 
of their own. They want fresh air, 
sunshine, freedom, travel. They 
wish to get about. And when I 
think of Texas, it seems to me that 
the good Lord has created this 
empire just for the particular bene- 
fit of this class of people. 

If you will take the guide book 
to which I referred above, you will 
find that there are 230 kinds of 
fish in Texas waters. About 100 
species are fresh-water fish and 
the remaining 130 species are in- 
habitants of salt waters. It also 
gives a list of the various kinds 

(Continued on page 64) 
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A unique program and menu for 
a Hardware Club Dinner, held at 
Sherry’s in 1895, was loaned to Harp- 
wakE AGE by J. F. Gleason, New York, 
for reproduction here. It contains the 
names of hardware men of national 
importance, many of whom are active 
today. 











EUGENE BLANC 


A/ITH the closing of the 
Hardware Club, 253 Broad- 

way, New York City, one of the 
city’s oldest luncheon clubs passes 
out of existence, it being founded 
in 1894 and having occupied the 
same quarters for forty-two years. 
The Hardware Club was original- 
ly organized by hardware men 
in the days when the section about 
City Hall was the center of the 
hardware trade, but in_ recent 
years it has become the rendez- 
vous for prominent business and 
political people. With the excep- 
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The Passing 
of the 
Hardware Club 


tion of John F. Hylan, every 
mayor of New York from Gilroy 
to Walker has been a member of 
the club. The original member- 
ship of 450 resident and 150 
non-resident members and a wait- 
ing list of 600, has shrunken to 
150. This, together with the fact 
that extensive alterations to the 
Postal Building are to be made, 
has influenced the board of gov- 
ernors to issue a notice of suspen- 
sion of the club’s activities. 

In contrast to the modern idea, 
the Hardware Club’s premises 





were quiet, spacious and Vic- 
torian. Here it was that Theo- 
dore Roosevelt made his decision 
to run on the Bull Moose ticket. 
T. R. was a frequent visitor, as 
was John W. Mackay, George F. 
Baker, the elder Morgan. In the 
Hardware Club the plans for the 
formation of the rubber trust were 
first discussed by Charles R. Flint. 
James B. Ford and Senator Colt 
of Rhode Island. 

Eugene Blanc, manager of the 
club at the time of its opening, 
was at his post until the final 
closing of the doors. He recalls 
the visits of the late Adolph Ochs. 
of the Times; Henry L. Stod- 
dard, of the Mail and Express; 
Oswald G. Villard, of the Post; 
Charles A. Dana, of the Sun and 
others of the newspaper fraternity 
when Park Row was the news- 
paper center. The New York 
Newspaper Publishers Association 
continued to hold its luncheons at 
the club until its closing. 

Mr. Blanc was born in Paris, 
where he learned the fine art of 
hospitality in his father’s hotel. 
Fifty years ago he came to New 
York and for a time worked in 
hotels and as manager of the 
Hoffman Club. The remainder of 
his life in New York has been 
spent in connection with the 
Hardware Club. His recollections 
of the many prominent people 
of the city and the nation who 
have visited there would be an 
interesting story in itself, and his 
knowledge of fine foods, wines, 
liquors and tobaccos was one of 
his great assets. He gave all mat- 
ters connected with the comfort 
of members and “guests his per- 
sonal and expert attention. The 
Hardware Boosters, whose meet- 
ings were held there until the 
final closing. were particularly 
appreciative of the personal 
supervision of the club’s super- 
intendent during the years of 
their contacts with him. 

There is a certain reluctance 
in the minds of many who have 
enjoyed the quiet comfort of the 
Hardware Club to believe that it 
has closed its doors forever, and 
all hope that a decision may come 
to continue somewhere. sometime. 
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THOMAS H. PATERSON, 
retired hardware merchant and 
traveling representative of 437 
N. E. 70th St., Miami, Fla., be- 
gan his hardware career in 1872 
—63 years ago, when at the age 
of 14 he started working for 
A. Travis Wells, a Brockport, 
N. Y., hardware merchant. 
After ten years on his first job, 
he became a traveling sales- 
man for the wholesale hard- 
ware firm of Hamilton & 
Mathews, Rochester, N. Y., 
which firm has since become 
Mathews & Boucher. During 
the ten-year period spent in the 
service of Hamilton & Mathews, 
he established hardware stores in three locations in Penn- 
sylvania where the Goodyear Lumber Co., of Buffalo, N. Y., 
were then operating branch establishments. In 1893, Mr. 
Paterson formed a company and purchased a hardware 
store in Niagara Falls, N. Y., which was sold three years 
later and absorbed by the Elderfield-Hartshorn Hardware 
- Co. In 1903, he again “took to the open road” by joining 
friends who were incorporating the Buffalo Wholesale Hard- 
ware Co. When the Simmons Hardware Co., St. Louis, 
Mo., opened its New York City branch, the late E. C. 
Simmons engaged Mr. Paterson to represent the company 
in Western New York State. During the World War, Mr. 
Paterson filled a road vacancy with The Geo. Worthington 
Co., Cleveland, Ohio, and in 1922, at which time he had 
already spent a half century in hardware, Mr. Paterson and 
Wm. Bartholomew incorporated the LeRoy Hardware Co. 
at LeRoy, N. Y. A year later, because of ill health, he 
was admonished to “take it easy” at Miami, where he has 
since been basking in the Florida sunshine. At 77, his 
favorite hobbies are reading and writing. 





T. H. PATERSON 
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HARDWARE AGE 
FIFTY-YEAR CLUB 


JOHN C. HIX, house and 
special trip salesman for the 
Keith-Simmons Co., Inc., whole- 
sale hardware, Nashville, Tenn., 
has devoted four years more 
than half a century to the hard- 
ware business. His career be- 
gan in 1882 when he began 
working in the retail hardware 
store then operated by Oliver 
Cowan at Shelbyville, Tenn., 
where he remained for one year. 
He then began working for an- 
other hardware merchant in the 
same town—James E. Deery 
for four years, before becoming 
affiliated, during the next two 
years, with still another Shelby- 
ville hardware firm, the partnership of Ingle & Hix. Mr. 
Hix then went to Nashville, where he worked two years for 
Dudley Bros. & Lipscomb, retail hardware. Following this 
he became a traveling representative for the Nashville 
wholesale hardware firm of J. H. Fall & Co., with whom he 
remained until the company was purchased by the Keith- 
Simmons Co., Inc., when he began working for the latter 
company and has been with it and its predecessor ever 
since—a total of 45 years. Mr. Hix will be 72 on his next 
birthday, but he is just as active as ever in getting business, 
as is evidenced by the fact that while on a recent five-weeks’ 
trip in the interest of plows and cultivators, he visited 186 
towns and sold 162 orders. Although he has no special 
hobby, he likes horses and chickens, and enjoys working 
around his home. 





JOHN C. HIX 


GEORGE E. McCLIN- 
TOCK, president and general 
manager, John B. Varick Co., 
wholesale and retail hardware, 
Manchester, N. H., has been as- 
sociated with the company he 
now heads for 52 years. He 
entered the hardware business 
54 years ago in 1882, when at 
the age of 17, he began work- 
ing in the hardware store oper- 
ated first by J. B. Whittmore, 
and then by E. H. Ferry, at 
Hillsboro, N. H. His affiliation 
with John B. Varick Co., dates 
from Feb. 26, 1884. Mr. Mc- 
Clintock has served as trustee 
of the Peoples Savings Bank; 
as vice-president and director of the New England Iron & 
Hardware Assn.; as president of the New Hampshire Golf 
Assn., and as vice-president of the Exeter Lumber Co. At 
“three score and ten,” his preferred diversions are golf, 
baseball and all sports. 





GEO. E. McCLINTOCK 
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George G. Bacon 
takes orders from 
no man, shrinks 
from no responsi- 
bilities . . . Calls 
life a thread that’s 
*‘nearly all spun”’ 


He is 
























George G. Bacon, knife maker, at his anvil in his 
one-man shop in the village of Hiram Rapids, Ohio. 


A Maker of Knives 


Who has kept his independence in a tiny village shop 


lage of Hiram Rapids, in a 

little “house by the side of 
the road,” George G. Bacon is 
rounding out his 76th year and 
the 40th year as operator of a 
novel one-man industry. 

George G. Bacon is a maker of 
knives. In the little workshop in 
back of the low, rambling farm- 
house he has been pounding raw 
steel into polished knives for 
decades. 


it the small, half-forgotten vil- 


Hiram Rapids, a thriving town 
with three hotels, shops, factories 
and mills in 1835, is now a quiet 
little village with a population 
numbering scarcely one hundred. 

It is situated on the banks of 
the Cuyahoga River, a short dis- 
tance from the spring which is its 
source. In this spot it is still a 
stream of sparkling runs and still 
pools. It is 35 miles away from 
the mills and factories that change 
it to a river of mud and floating oil. 


An abiding affection for the sur- 
roundings in which he lives and 
works has shaped his principles— 
never to take orders from another 
man; go through life shrinking no 
responsibility. His creed he has 
written into verse: 

To watch: 

...Each wonderful day with its morn- 
ing light 

Chasing the stars back into the night 


And the belief that: 
(Continued on page 68) 
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Therell Be Money Spent 
This Summer 


T’S here! Hot weather, with 
I its lazy days—but whatever 

you do, don’t let it “get you 
down.” Money in large gobs will 
be spent for cigars, cigarettes, 
pop, and some store’s cash regis- 
ter is going to ring up a lot of 
sales on summer merchandise— 
porch and lawn goods, camp re- 
quirements, fishing tackle, auto 
accessories, and a whole list of 
other items. There is no good 
reason why you should not get 
the customers in the habit of 
wanting your merchandise. Of 
course, you will want to adver- 
tise, but in addition to that your 
windows are the point of contact 
that brings them in to get ac- 
quainted with that delightful 
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tinkle of the cash ‘register. You 
don’t have to spend long hours 
“doping” out a window display. 
Here are some crisp, sparkling 
ideas that will do the trick for 
you. 

The playground window is a 
cinch. It’s just a nicely balanced 
arrangement of the merchandise 
with the Harpware ACE inter- 
changeable display fixtures as a 
foundation. Those are threads 
running from the shower head to 
look like a cool shower. The 
Outing window has a special 
psychological kick in it. The 
concealed fan directed on the sail 
simply shrieks coolness and “let’s- 
go” atmosphere. Cool blue for 
the waves and a white boat and 


sail with red lettering will make 
it look irresistible. If you want 
to be a bit cleverer you can have 
the boat rolling a bit in the wall 
board waves. An oscillating fan 
mechanism plus a piece of wire 
and a few pulleys in the back 
will do it. 

The photo comes from F. P. 
Vandergriff, Fresno, California, 
and shows a window that can be 
well adapted to summer use. It 
utilizes forms similar to the 
HarpwarE AGE interchangeables 
and with corrugated display ma- 
terial in cool colors would be a 
winner. It did win a prize in the 
Edison Electric Institute contest 
recently. 
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F. P. Vandergriff, 


Fresno, California. 
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GREENFIELD ACQUIRES 
DETROIT PLANT 


The Greenfield Tap and Die 
Corp., Greenfield, Mass., one of 
the largest manufacturers of 
screw cutting tools, has acquired 
the plant, facilities, experience 
and good will of the J. M. Car- 
penter Tap and Die Co., 2102 
West Fort St., Detroit. This plant 
will be operated as a branch of 
the Greenfield concern. 

The new plant will be under 
the management of Alfred La- 
Pierre, who, for a number of 
years, has been superintendent of 
the gage department at the main 
plant in Greenfield. He will be 
assisted by the following: Versil 
Annis, who will be office and 
merchandise manager; Glenn 
Stimson, who will have charge of 
engineering, and Roy Peterson, 
metallurgist, in addition to the 
Carpenter office and factory em- 
ployees who will be absorbed by 
Greenfield. Al Kiehne, who was 
associated with the latter com- 
pany for a number of years and 
more recently with the Carpenter 
organization, will continue as 
chief inspector. 

John Penny, who has been in 
charge of sales for Greenfield in 
the Detroit area, will be district 
sales manager, and the present 
Detroit sales force of three men 
will be augmented by the two 
former Carpenter salesmen, 
Messrs. Richmond and Willis. 

General Manager F. A. Smith 
has announced that in line with 
the fast pace set by the auto- 
motive industry, the plant will 
be completely modernized and 
equipped to furnish special taps 
on a delivery schedule of one to 
two days after receipt of orders. 
The schedule of the main plant 
will also be increased. 
FONES BROS. HDWE. 

MAKES CHANGES 


T. W. McCoy, vice-president 
and manager of the furniture de- 
partment of Fones Bros. Hard- 
ware Co., Little Rock, Ark., and 
J. D. McCoy, field representative 
of the company’s furniture de- 
partment in southern Arkansas 
and northern Louisiana, have re- 
signed to devote their full time 
to the McCoy-Couch Furniture 
Mfg. Co., Benton, Ark., effective 
June L 

H. EH. Tucker, 


co. 





of 


president 
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Fones Bros., will assume man- 


agement of the furniture depart- | 


ment in addition to his present 
duties, and Melvin H. Thompson 
will become assistant manager. 
John Hatley, field representative 
for the hardware department 
with headquarters in Warren, 
will be transferred to the terri- 
tory formerly served by J. D. 
McCoy. 

Lee Martin of Warren 
take over Mr. Hatley’s territory. 


will 





| 
| 
| 


MANUFACTURER WILL DISTRIBUTE DISPO MOPS 


Dispo dust mops and Dispo 
dusting rolls, manufactured by 
the Kimberly-Clark Corp., Nee- 
nah, Wis., for distribution by the 
Hunter Products Co., 6 N. Michi- 
gan Ave., Chicago, will now be 
marketed exclusively by the 
Dispo Division of the Kimberly- 
Clark Corp., with sales head- 
quarters at 8 S. Michigan Ave., 
Chicago. 

The present sales policies, sales 
personnel and sales agency con- 





DON FOSS TELLS. .OF EXPERIENCES WHILE 
VISITING BRISTLE-DRESSING CENTER OF CHINA 


Don J. Foss, first vice-president | the Chinese natives or those who 
and general manager of The | can afford them, wear masks most 
| of the time over their noses and 


Wooster Brush Wooster, 
Ohio, had the unusual experience 
of being the first bristle buyer 
from the United States, so far as 
he knew, ever to have visited the 


Co., 


| 


important bristle-dressing center | 


of Hotu, China. 


Starting from Tientsin, the 


center of some of China’s most | 


important bristle dressers and 
shippers, Mr. Foss, accompanied 
by a special photographer, trav- 
eled, native-fashion, miles into the 
interior where most of the raw 
bristle cargo is accumulated and 
goes through its first processes 
of preparation and cleaning. Mr. 
Foss and his photographer were 
the only white people in the en- 
tire city of Hotu at that time. 
Asked about the preparation 
of bristles for paint brushes in 
China, Mr. Foss said, “The Chi- 
nese call hog bristles, ‘Chu 
Chang’. After the bristle is 
scraped from the hog’s back, the 
bristle is beaten with sticks by 
women and young girls, to knock 
out the great accumulation of 
rough dirt. Some of these girls 
are only 8 years old, working 
alongside their mothers and 
grandmothers. This cleaning op- 
eration is an exceedingly filthy 
one and, to make matters worse, 
while I was in Hotu there was 
a severe dust storm coming out 
of the Gobi Desert, clouding the 
entire city with desert dust. Such 
dust storms are quite common in 
this section of China. Most of 
the Japanese soldiers, as well as 





| mouths. 


“You often hear the remark 
that large American packing 
houses use every part of the do- 


| mestic hog but the squeal. This 


is also true with the bristle hogs 
of China, only their methods of 
using everything but the squeal 
are much more crude. An inter- 
esting thing is the way they 
catch the blood of the slaugh- 
tered hogs in the bladders and 
hang it up to dry, after which it 
is used as medicine and a charm 
to keep away evil spirits. 

“Every visit I make to China 
impresses me more with the im- 








nections of the former Hunter 
Products Co. will be continued 
without change until further no- 
tice. Future sales promotion and 
advertising activities will be an- 
nounced shortly. 

Kimberly-Clark Corp. also 
manufactures cellulose wadding 
products and has mills at Nee- 
nah, Wis., and Niagara Falls, 
N. Y. Its eastern sales offices 
are at 122 E. 42nd St., New 
York City. 


mensity of this densely popu- 
lated and mysterious country. 
There is a certain charm and fas- 
cination beyond description in 
doing business with this ancient 
race.” 

It is an established policy of 
The Wooster Brush Co., accord- 
ing to Mr. Foss, to contact regu- 
larly the principal bristle-dress- 
ing centers and producing areas 
in China, the source of over 80 
per cent of the paint brush in- 
dustry’s principal and most im- 
portant raw material. Mr. Foss 
was in almost constant communi- 
cation with his home office in 
Wooster, Ohio, making frequent 
use for the first time of the long 
distance telephone from China. 





Chinese hog bristles for American paint brushes laid out in the 
sun to dry and to be freed from foreign substances. Bristles are 
all thoroughly cleaned and sterilized before entering the U. S. A. 
Photographed by Don J. Foss (left of group) in Hotu, China. 
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UNITED HDWE. STORES 
ELECT OFFICERS 


The United Hardware Stores, 
a newly organized cooperative 
buying and advertising group of 
hardware -dealers in the vicinity 
of Wilkes-Barre and Altoona, Pa., 
under the sponsorship of the An- 
thracite Supply Co., Wilkes- 
Barre, elected the following of- 
ficers at a recent meeting: 
President, Thomas Trethaway, 
212 George Ave., Parsons; vice- 
president, Ambrose Mulley, 136 
W. Market St., Scranton; sec- 
retary-treasurer, Clinton J. Evans, 
61 S. Pennsylvania Ave., Wilkes- 
Barre, and sales manager of the 
Anthracite Supply Co.; directors: 
Clayton English, 234 N. Main 
Ave., Scranton, manager of J. 
G. English Hdwe. Co.; Byron 
E. Snyder, 180 Main St., Lu- 
zerne; Beach Shoemaker, 28 
Union St., Shickshinny; Benja- 
min Jones, 428 Hanover St., 
Nanticoke, Pa., and M. S. Co- 
bosco, 22 W. Main St., Glen 
Lyon, Pa. The group’s member- 
ship at present totals 61 dealers. 





BAILEY HEADS 
O-CEDAR CORP. 


Warren G. Bailey, who for 
several years has served the 
O-Cedar Corp., Chicago, as sec- 
retary and treasurer and in other 
official capacities, has been 
elected president and general 
manager. Heretofore, Mr. Bailey 
has devoted much of his time to 
his services with the Business 
Research Corp., Chicago, of 
which he was president and as- 
sistant director, but will, in the 
future, devote his entire time to 
the general management of 
O-Cedar Corp., manufacturer of 
O-Cedar polish, wax, mops, dust- 
ers, and fly spray. 





ALLEN HEADS CREDIT 
MEN OF LOUISVILLE, KY. 


C. S. Allen, veteran credit 
manager for the Peaslee Gaul- 
bert Corp., Louisville, Ky., and 
thoroughly. versed in the credit 
standing of hardware, paint han- 
dling, auto supply and equip- 
ment buyers, chemical and drug 
buyers, electrical equipment 
buyers, etc., has been elected 
president of the Louisville Credit 
Men’s Assn. to succeed E. H. 
Heller, at their May 21 meeting 
in the Kentucky Hotel. 
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A. P. Chase, Chase-Parker Co., Boston, Again Wins 
Tournament of Eastern Hardware Golf Assn. 


Nearly one hundred hardwaremen participated in 
the Association’s second annual contest held at the 
Cavalier Hotel, Virginia Beach, Va., on May 14th, 15th 


and 16th, with perfect conditions prevailing. 


Under ideal conditions and , 
amidst ideal surroundings, the | 
Eastern Hardware Golf Associ- | 
ation held its second annual tour- 
nament at the Cavalier Hotel, 
Virginia Beach, Va., May 14-15- 
16, 1936. Play was over the 
course of the Princess Anne 
Country Club, whose rolling fair- 
ways and greens were in excel- 
lent condition. About one hun- 
dred hardwaremen attended the 
meet, among whom were repre- 
sentatives from a dozen or more 
eastern wholesale houses. 

Friday evening, officers were 
elected. R. W. Chamberlain, The 
Stanley Works, New Britain, 
Conn., and Leo C. May F. P. 
May Hardware Co., wholesale, 
Washington, D. C., were elected 
president and vice-president, re- 
spectively. Harry L. Gilliam, 
New York manager, Wood 
Shovel & Tool Co., was re-elected 
secretary-treasurer. With the ex- 
ception of Henry J. Funk, Al- 
bany Hardware & Iron Co., Al- 
bany, N. Y., who has resigned. 





ali members of the organization’s 


board of 
elected. 
The event closed after a group 
luncheon on Saturday, at which 
prizes were distributed. The 
honor of winning the tin cup, 
consolation award for the high- 
est golf score, was in doubt for 
a time, as several of the con- 
testants refused to turn in their 
scores. It finally simmered down 
to a choice between T. Henry 
Asbury, Enterprise Mfg. Co., 
Philadelphia, Pa., and Stuart 
Jones, Hanover Wire Cloth Co., 
Hanover, Pa. The committee de- 
cided that Mr. Asbury deserved 
the recognition because of his 
consistent form and effort dur‘ng 
the three days of the grilling 
contest, and on Saturday after- 
noon the tin cup was presented 
to him with ironic ceremony. 
Following the precedent estab- 
lished by Carlton B. Waller, 
president, Underhill, Clinch & 
Co., wholesale hardware, New 
York City, who won the tin cup 
at the first meet in New Britain 
last year, Mr. Asbury made, a 


governors were re- 





Newly elected officers of the Eastern Hardware Golf Association and 
winners of the tournament. Front row, left to right: R. W. Chamberlain, 
The Stanley Works, New Britain, Conn., new president, is shown present- 
ing the “Hardware Cup” to its winner for the second time, A. P. Chase, 
Chase-Parker Co., Boston, Mass. Rear row, left to right: H. L. Gilliam, 
Wood Shovel & Tool Co., New York City, secretary-treasurer, presenting 
the tin cup to T. Henry Asbury, Enterprise Mfg. Co., Philadelphia, Pa., and 
Leo C. May, F. P. May Hardware Co., Washington, D. C., new vice-presi- 
dent, awards the trophy to the runner-up, W. B. Peck, McKay Co., Pitts- 


burgh, Pa. 








loving cup of the event, and his 
future progress and success in 
the noble art was toasted in 
champagne. 

A. P. Chase, Chase-Parker Co., 
wholesale hardware, Boston, 
Mass., had low net score, and 
for the second time his name will 
be inscribed on the silver “Hard- 
ware Cup.” Runner-up was W. 
R. Peck, McKay Co., Pittsburgh, 
Pa. Mr. Peck and Stanley Wood- 
ward, Ruberoid Co., Baltimore, 
Md., were low qualifiers, with 
scores of 88. 

Other flight winners and run- 
ners-up, in respective order, were: 
Second Sixteen—W. H. Smith, 
Siaymaker Lock Co., Lancaster, 
Pa., and D. W. Franck, Safe 
Padlock & Hardware Co., Lan- 
caster, Pa. Third Sixteen—W. 
H. Jennings, American Steel & 
Wire Co., Baltimore, Md., and 
W. W. Hulfish, Worth Hulfish 





The Cavalier Hotel, 
Virginia Beach, Va. 


& Sons, wholesale hardware, Al- 
exandria, Va. Fourth Sixteen— 
George L. Earle, North Wayne 
Tool Co., Detroit, Mich., and 
L. A. Hoeflich, Supplee-Biddle 
Hardware Co., wholesale, Phila- 
delphia, Pa. Fifth Sixteen— 
Keen F. Markey, Ames-Baldwin- 
Wyoming Co., Easton, Mass., and 
John J. Gillis, American Steel 
& Wire Co., Boston, Mass. One 
lady participated in the tourna- 
ment and was awarded a prize. 
She was Mrs. R. F. Willis, R. F. 
Willis & Bro., Inc., wholesale 
hardware, Penns Grove, N. J. 

L. B. Jackson, Wickwire Bros., 
Philadelphia, and Mr. Gilliam, 
in charge of arrangements, were 
given enthusiastic votes of thanks. 
Convenient boat sailings from 
Boston, New York, Philadelphia 
and Washington provided pleas- 
ant traveling facilities. 
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The Animal Trap Company of 
America, Lititz, Pa., and Niag- 
ara Falls, Ontario, has purchased 
from W. A. Gibbs & Son, Ches- 
ter, Pa., the mouse, rat and game 
trap division of their business. 
The sale was completed on May 
19, after weeks of negotiation. 





Cc. M. WOOLWORTH 


Under the terms of the sale, 
the equipment, machinery and 
patent rights for the manufac- 
turing of the Gibbs line becomes 
the property of the Animal ‘Trap 
Company. The consideration of 
the sale was not disclosed. 

As soon as the equipment has 
been moved, the Animal Trap 
Company will continue manu- 
facturing the Gibbs traps from 
their Lititz and Niagara Falls 
plants in addition to their pres- 
ent line. 


Animal Trap Co. Acquires 
W. A. Gibbs Trap Business 





W. A. Gibbs, who has been 
closely connected with the trap 
business for many years, will 
continue the other divisions of 
his business at Chester, produc- 
ing and distributing beetle traps, 
mosquito repellent, auto signal 
lights, fish boners and other spe- 





R. P. HEALEY 


cialties which he has invented. 
He will also be associated with 
the Animal Trap Co. in an ad- 
visory capacity. 

Chester M. Woolworth is pres- 
ident of the Animal Trap Com- 
pany and R. P. Healey is vice- 
president and sales manager. 
Mr. Healey was elected to the 
vice-presidency of the company 
at the last annual meeting and 
has been sales manager for many 
years. 





PITTSBURGH ASSN. 
ELECTS OFFICERS 


At the annual election of of- 
ficers of the Pittsburgh Retail 
Hardware Association, at the Fort 
Pitt Hotel, Pittsburgh, Pa., May 
22, the following were re-elected: 
Lee S. Kelso, president; Frank 
A. Hegner, vice-president; Wal- 
ter E. White, secretary, and 
Otto Kossler, treasurer. 

Speakers, following a dinner, 
included Gus Peret, representa- 
tive of Peters Cartridge Co. and 
big game hunter, who told of his 
recent African trip, and W. 
Glenn Pearce, secretary of 
P.A.S.H.A., who spoke on “Com- 
petition.” The annual jubilee of 
the Pittsburgh Assn. will be held 
in July at the Edgewood Country 
Club. 

UTICA DEALERS HEAR 
HOW TOOLS ARE MADE 


Edward O’Hara, Utica Drop 
Forge & Tool Co., Utica, N. Y., 
spoke before members of the 
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Mohawk Valley Hardware Asso- 
ciation, at the May 14 meeting, 
on “Tools Manufacture.” The 
meeting, a dinner session in the 
Hotel Utica, paid tribute to the 
late Russell J. Atkinson, past 
president of both the New York 
State Retail Hardware Associ- 
ation and the National Retail 
Hardware Association. Harold 
Allen, Clinton, N. Y., state presi- 
dent, presided. Earl Jones, P. & 
C. Hand Forge Co., Portland, 


Ore., was a guest. 


HEWITT ELECTRIC SEEKS 
MFRS. REPRESENTATIVES 


The Hewitt Electric & Mfg. 
Co., Arlington, Mass., has ap- 
pointed The Federated Sales 
Service, Inc., 729 Boylston St.. 
Boston, Mass., to assist in build- 
ing a national sales force of 
manufacturers’ agents. The com- 
pany manufactures various types 
of electrical equipment, among 
which is a new electric heating 





pad which has already received 
wide trade acceptance. 
Manufacturers’ sales repre- 
sentatives interested in this sales 
franchise should correspond with 
The Federated Sales Service, Inc. 


AMER. ASPHALT PAINT 
ADDS TO SALES STAFF 


Paul M. Bees, Chicago, for- 
merly with the Cornell Woods 
Products Co., has been added to 
the sales force of the American 
Asphalt Paint Co., Chicago. Mr. 
Bees, who has had more than 10 
years’ experience in the building 
material field, will travel in West 
Virginia and in sections of Ken- 


tucky, Ohio, and Maryland. 


OGILVIE, SALES MGR. 
FOR HAAG BROS. CO. 


Ira R. Ogilvie has been ap- 
pointed general sales manager 
for Haag Brothers Co., Peoria, 
Ill., manufacturer of electric and 
power washing machines, effec- 
tive May 11. 





IRA R. OGILVIE 


Mr. Ogilvie for the past 12 
years has been actively engaged 
in wholesale equipment and in- 
dustrial chemicals. Haag Broth- 
ers Co. during the past several 
months have been making plans 
to further develop the sales of 
its electrical power and washing 
machines. Mr. Ogilvie’s accept- 
ance of his new position marks 
the first step in this new pro- 
gram. 


FLEMING, SECRETARY 
OF O-CEDAR CORP. 


T. P. Fleming, formerly as- 
sistant treasurer of the O-Cedar 
Corp., 4501 S. Western Ave., 
Chicago, Ill., has been elected 
secretary of the corporation. 








Cc. A. DILLON 


C. A. Dillon, Dillon Supply 
Co., Raleigh, N. C., who was 
elected president of The Southern 
Supply & Machirery Distributors 
Association at the triple conven- 
tion of that association and The 
National Supply & Machinery 
Distributors’ and the American 
Supply & Machinery Manufac- 
turers’ associations, Memphis, 
Tenn., May 11-13. 


BROOKLYN APPLIANCE 
DEALERS’ DINNER 


The Electrical Appliance Deal- 
ers Association of Brooklyn, 
N. Y., Inc., held its fourth an- 
nual entertainment and dance in 
the grand colorama ballroom of 
the Hotel St. George, Brooklyn, 
New York, Wednesday evening, 
May 20. The affair was at- 
tended by 700 members and 
guests including officials of the 
Brooklyn Edison Co., manufac- 
turers’ and wholesalers’ repre- 
sentatives in the New York dis- 
trict, and representatives of the 
trade and daily press. 

During the dinner striking ef- 
fects were obtained by the play 
of constantly changing electric 
lights reflected against the ceil- 
ing. Ten acts of vaudeville were 
presented by the Brooklyn Edi- 
son Variety Entertainers and the 
Weiss-Devau Quartette. 

Russell A. Atkinson, president 
of the association, welcomed the 
guests to the dinner and pre- 
sented Mrs. Edward A. Holm- 
berg, wife of Edward A. 
Holmberg, manager of the appli- 
ance promotions department of 
the Brooklyn Edison Co. with a 
set of glassware. Thomas J. 
Collins, assistant manager of the 
appliance promotions department 
of the company, received a wrist 
watch. 

Dancing was continuous during 
the evening and each guest pres- 
ent was presented with a door 
prize. A year book was also dis- 
tributed. 
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DUNLAP-PEELER HDWE. 
ELECTS OFFICERS 


Thomas B. Peeler was elected 
vice-president of the Dunlap- 
Peeler Hardware Co., wholesale, 
Macon, Ga., at a recent meeting 
of the board of directors. Mr. 





THOMAS B. PEELER 


Peeler, a graduate of the Georgia 
School of Technology, has been 
associated with the firm since 
1932. 

Members of the board re- 
elected A. M. Peeler, father of 
Thomas B. Peeler, as president; 
T. L. Funderburke as general 
manager, and C. W. Johnson as 
secretary-treasurer. 





300 ATTEND LADIES’ 
NIGHT OF PHILA. ASSN. 


Three hundred members, wives 
and friends attended the annual 
Ladies’ Night festival of the Re- 
tail Hardware Association of 
Philadelphia, held May 13, in 
the Hotel Pennsylvania, Phila- 
delphia. The program included 
a dinner dance in the “Mirror 
Room,” floor show, etc. 

As the association is also cele- 
brating its seventeenth anniver- 
sary, short addresses were made 
by the following charter mem- 
bers: Harry D. Kaiser, first presi- 
dent; Louis Loesch, Bernard J. 
Maurer and William F. Brown. 
W. Glenn Pearce, managing di- 
rector, PASHA, was a guest. 





WISHES CATALOGS 
AND PRICE LISTS 


The Paint Store, 217 Franklin 
St., Johnstown, Pa., would ap- 
preciate receiving catalogs and 
price lists from all manufac- 
turers, as its copies were lost in 
the recent floods. 





GLIDDEN GETS PAINT 
LINE OF CERTAIN-TEED 


The Glidden Co., manufacturer 
of paints, varnishes, lacquers, and 
enamels, Cleveland, Ohio, has ac- 
quired the paint and _ varnish 
business of the Certain-teed 


who will concentrate on the 
other lines of its manufacture. In 
addition to taking over the manu- 
facture and distribution of paint 
under the Certain-teed brands, 
The Glidden Co. is also taking 
over the advertising activities 
connected with it and will be 
equipped to furnish Certain-teed 
advertising, color cards, display 
material, through its advertising 
and sales promotion departments. 





CHI-NAMEL CO. 
INCREASES SALES STAFF 


The Chi-Namel Co., 43 E. 
Ohio St., Chicago, manufacturer 
of paints, enamels and varnishes, 
due to increased business has 
made several additions to its sales 
force, the newest being John W. 
Lancaster of Louisville, Ky. Mr. 
Lancaster, who has been with 
the Martin-Senour Co. for the 
past 10 years, will work in Ten- 
nessee and western Kentucky. 





RECOMMEND SLUG SHOT 
FOR MEX. BEAN BEETLE 


“Poisonous substances should 
not be used for controlling the 
Mexican Bean Beetle, because of 
danger to persons eating the bean 
leaves,” warns the entomologist 
of the Hammond Paint & Chemi- 
cal Co., Beacon, N. Y., manufac- 
turer of the well-known Slug 
Shot and a complete line of sta- 
bilized Rotenone dusts. 

Spraying with liquid Slug 
Shot is suggested as a simple 
and practical control for the 
home garden. Or Slug Shot may 
be applied in dust form from a 
sifter-top can. It is also put up 
in 125-pound and 250-pound kegs 
for field use. 

Many bean growers use B-B 
Bean Beetle Dust, which is a spe- 
cially prepared Rotenone dust 


that gives perfect beetle control. 

The company has prepared a 
service bulletin entitled, “Non- 
Poisonous Control for the Mexi- 
can Bean Beetle,” describing the 
habits of the pest and also the 
application of sprays and dusts 
for its control. 





LUDEWIG, N. J. DEALER, 
ELECTED COMMISSIONER 


H. Henry Ludewig, well-known 
hardware merchant of Ridgefield 
Park, N. J., was recently elected 
to the office of commissioner in 
that town. Mr. Ludewig is a 
past president of the North Jer- 
sey Hardware & Supply Assn., 
and has always taken an active 
interest in civic affairs. 





HOLD GROUP AREA 
MEETING IN INDIANA 


The annual meeting of the 
Fort Wayne, Ind., district of re- 
tail hardware dealers was held 
at the Hotel LaFountaine, Hunt- 
ington, that state, May 6, with 
dealers in attendance from Allen, 
Wells, Huntington, Grant, Adams. 
Whitley, Wabash, Blackford, and 
Kosciusko counties. Speakers 
were Louis H. Buisch, of the 
National Cash Register Co., and 
G. F. Scheeley, managing direc- 
tor of the Indiana Retail Hard- 
ware Association. 





FRED FULLER JOINS 
EDWARD KATZINGER CO. 


Fred E. Fuller, until recently 
sales manager for Sta-Brite 
Products Corp., New Haven, 
Conn., for many years, has be- 
come associated with the Edward 
Katzinger Co., 1949 N. Cicero 
Ave., Chicago, in a sales capac- 
ity. His office is in New York 





City and he covers the East. 





Roscoe F. Cox, newly elected 
president of the West Virginia 
Hardware Association, has organ- 
ized the Central Hardware Co., at 
221 Monroe St., Fairmont, W. Va., 
with lines of kitchen supplies, 
electrical appliances, paints, and 
varnishes, in addition to a com- 
plete line of general hardware. 
Associated with Mr. Cox is J. 
E. Fraker, representative of the 
Lehigh-Portland Cement Co., who 
is president of the new company. 
Mr. Cox is general manager and 
Kenneth Hawkins is in charge of 
the paint department. 

The store has been completely 
renovated and redecorated and a 
new modern front constructed 
with twin display windows. The 
interior has been painted and pa- 
pered and modern open display 
cases encircle the room, while 





Products Corp., New York City, 
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large display counters are in the 





COX, PRESIDENT, W. VA. HARDWARE ASSN., " 
OPENS HARDWARE STORE AT FAIRMONT 


center aisle. An attractive light- 
ing system has been installed. 

Mr. Cox is widely known 
throughout the hardware field 
and has been prominently identi- 
fied by his work in connection 
with the West Virginia Hard- 
ware Association. Early in his 
business career he served as 
cashier with the Baltimore and 
Ohio Railroad Co., leaving there 
in 1917 to become associated with 
the Fairmont Wall Plaster Co., 
where he remained until April 
1, 1936, as manager of its reta’‘l 
store. 

His state association work 
dates from 1924. He was a mem- 
ber of the executive board from 
1927 to 1930; second vice-presi- 
dent in 1933, and at the annual 
convention at White Sulphur 
Springs in January, 1936, was 
elected president. 











PETERS WITH AMERICAN 
IRONING MACHINE 


Arthur H. Peters, thirty-five 
years associated with the Horton 
Manufacturing Co., Fort Wayne, 
Ind., and for many years its vice- 
president and general manager, 





A. H. PETERS 


has resigned to take full charge 
of the manufacture of Simplex 
ironers and Simplex institutional 
laundering equipment in the 
American Ironing Machine Co. 
factory at Algonquin, Ill., a sub- 
sidiary of the Barlow & Seelig 
Mfg. Co., Ripon, Wis. He suc- 
ceeds the late Edward C. Peter, 
who was president of the com- 
pany. 


550 AT SHORE DINNER 
OF HDWE. SQUARE CLUB 


Five hundred and fifty mem- 
bers and guests enjoyed them- 
selves at the annual shore dinner 
of the Hardware Square Club, 
No. 675, in the grand ballroom 
of the Half-Moon Hotel, Coney 
Island, New York, May 21. They 
were welcomed by President 
Lewis M. Edwards, American 
Saw & Mfg. Co. 

Entertainment features in- 
cluded Billie Jones and Ernie 
Hare, “The Happiness Boys,” as 
masters of ceremony; a floor 
show of 24 people, and an eight- 
piece orchestra. An 80-page jour- 
nal and a souvenir were distrib- 
uted to each guest. 

Frederick Pfeifer, who is cele- 
brating his 75th anniversary, was 
introduced by the Happiness 
Boys and received birthday greet- 
ings from the Club. 

Ralph S. Allen, Diamond Ex- 
pansion Bolt Co., 48 W. Broad- 
way, N. Y. City, was chairman 
of the committee of arrange- 
ments, which included Fred A. 
Scholl, Long Island Hardware 
Co., Long Island City, and Harry 
Kornrumpf, who arranged for 


the entertainment. 
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DANIEL RINEHART CELEBRATES 
40TH ANNIVERSARY OF BUSINESS 


Forty years ago Daniel Rine- 
hart, fresh from the farm and 
the school room, came to Waynes- 
boro, Pa., to start his career as 
a hardware man. He chose the 
business and location of a rela- 
tive, his uncle, S. B. Rinehart, 
who had conducted a store at 
22 W. Main St. for nearly half a 
century. 








| 





DANIEL RINEHART 


Daniel Rinehart purchased the | 
interest of S. C. Plank in the 
firm of Plank & Rohrer and the 
firm became Rohrer and Rine- | 
hart, continuing until 1904 or 





with the purchase of Mr. Roh- 
rer’s interest, the company be- 
came the Daniel Rinehart Hard- | 
ware Co. Later, the business 
block in which the store has been 
continuously located was pur- 
chased. 

Today the company does a 
wholesale and retail business, 
dealing in builder’s supplies, me- 
chanics’ tools, paints, oils, var- 
nishes, farm supplies, and house- 
furnishings. Several employees 
have lengthy records of service, 
Charles Snively, heading the list 
with 31 years of perpetual ser- 
vice, doing most of the buying 
and much of the selling. Bess 
Russell started 30 years ago. 
William Potter has been sales- 
man since 1923 and Robert Hart- 
man has been traffic member of 
the staff since 1929, 

Mr. Rinehart has served as 
president of the Pennsylvania and 
Atlantic Seaboard Hardware As- 
sociation and is a member of its 
advisory board. He is also a 
member of the American Hard- 
ware and Supply Co., Pittsburgh, 
Pa. His other active interests 
are in the Waynesboro Loan As- 
sociation, of which he has been 
president since its organization; 
the First National Bank and 
Trust Co., of which he is a di- 
rector, and the Waynesboro Hos- 
pital, of which he has served on 
the board since its inception. He 
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has also been a school director 
and served as president of the 
board of education. He is most 
proud of his services to the 
Eighty Year Club, an organiza- 
tion of the “young-old boys” of 
Waynesboro, whose ages average 
about 85 years. 





HONOR STELTZ WITH 
ANNIVERSARY BANQUET 


In celebration of the third an- 
niversary under the management 
of William George Steltz, presi- 
dent, Supplee-Biddle Hardware 
Co., Philadelphia, Pa., the em- 
ployees held a banquet at the 
Downtown Club in that city, Fri- 





WM. GEO. STELTZ 


day evening, May 8. A _ floor 
show in which members of the 
organization took part comprised 
the entertainment features of the 
evening. Music was by Billy 
Hays and his boys. 

Mr. Steltz made an address to 
the employees, thanking them for 
their cooperation during his three 
years as their president, the re- 
sult of which has been continued 
growth and a bright outlook for 
1936. 


REPUBLIC STEEL 
MAKES CHANGES 


Julius Kahn, who has been 
president since his founding of 
the Truscon Steel Corp. 33 years 
ago, has resigned his position to 
become vice-president in charge 
of product development of the 
Republic Steel Corp., Cleveland, 
Ohio. 

Forrest H. Range has been 
promoted from assistant manager 
of the advertising and sales pro- 
motion division to sales promo- 


tion manager and will work in- 


conjunction with the new prod- 
uct development division. 
Stanley A. Knisely, formerly 
manager of the advertising and 
sales promotion division, has 
been named director of advertis- 


ing with direct supervision of all 
advertising of the Corporation 
and its subsidiaries. Chester W. 
Ruth has been made assistant 
director of advertising. 


HUDSON COUNTY ASSN. 
TO HOLD ANNUAL OUTING 


The Hudson County Hardware 
& Housefurnishings Assn., New 
Jersey, will hold its first annual 
outing and games, Sunday, June 
28, at the Mount Carmel Hotel, 
Mount Freedom, Morristown, 
N. J. There will be ample facili- 
ties for tennis, baseball; dancing, 
and swimming in the hotel’s pri- 
vate outdoor swimming pool. A 
chicken dinner and refreshments 
are promised. 

Tickets are $2.50 each for 
adults and $1.25 for children and 
may be obtained from President 
M. B. Perlman, 37 Jackson Ave.. 





| Jersey City, N. J.; Treasurer 
| Roy Davison, Union City, or 
| Secretary Jacob Perkel, Union 
City. 


T. J. MALONEY, INC. 
OPENS PAINT STORE 


T. J. Maloney, Inc., advertis- 
| ing agency of 381 Fourth Ave., 
New York City, has opened a 
| paint store at 504 Main St., New 
Rochelle, N. Y. The store wil! 
be under the supervision of 
Frank Gilday, formerly of R. H. 
| Macy & Co., who has recently 
joined the agency’s merchandis- 
ing staff. Fred Chillingsworth, 
who has been engaged in paint 
sales in New Rochelle, N. Y.. 
for over 25 years, will be in di- 
rect charge of the store. 

The Sherwin-Williams Co., 
paint and varnish manufacturer, 
advertising is placed through the 
agency but The Paint Store. 
Inc., is, however, distinctly an 
agency enterprise to sell paint 
afid to be used as a test ground 
for paint merchandising ideas. 
The store itself is one of the 
finest paint and wallpaper stores 
in America. Its model rooms in- 
clude kitchen, dining, living, bed 
and bath room displays. 


| 








N. Y. DISTRIBUTOR 
MOVES OFFICES 


G. Goldberg & Sons, Inc., rep- 
resentative for the Chantrell Lock 
Corp., has moved its offices from 
250 E. 43rd St., New York City, 
to 114 Worth St., corner of 
Lafayette St. The new telephone 
numbers are Barclay 7-0211-0212- 
0213. 

The firm has been serving 
builders since 1894 as a distrib- 
utor of locks and hardware. The 
move to new and enlarged quar- 
ters and increased facilities will 
enable it to render better service 
to its customers. 











ORR TO RETIRE FROM 
HOOVEN AND ALLISON 


J. F. Orr, manager of the 
North Kansas City, Mo., branch 
of the Hooven and Allison Co., 
Xenia, Ohio, will retire from ac- 
tive serv.ce July 1, after 41 years 
of association with that company. 
He will be succeeded as branch 
manager by his son, Francis C. 
Orr, Xenia, who has beer with 
the company for more than 20 
years and has served as treasurer 
for the past four years. 

The senior Mr. Orr began his 
service with Hooven and Allison 
in 1895, having previously been 
employed by the Field Cordage 
Co. and the National Cordage 
Co. In 1903 he left to become 
postmaster of Xenia, but con- 
tinued in the capacities of sec- 
retary and director of the com- 
pany, which he subsequently 
relinquished. In 1916 he went to 
North Kansas City as manager 
of the branch plant when it be- 
gan operations, and for the Jast 
eight years has been in charge 
of sales at that point. 

Francis C. Orr entered the 
company’s employ in 1914. Two 
years later he enrolled at the 
University of Kansas and then 
saw service overseas. Resuming 
his activities with Hooven and 
Allison in 1921, he was employed 
five years as a salesman out of 
Kansas City and also Seattle, 
Wash. In 1926 he returned to 
Xenia as a member of the sales 
department; was elected assistant 
treasurer in 1930, and then trea- 
surer in 1932. 

Pending the election of a new 
treasurer for the concern, Mr. 
Orr will serve temporarily in that 
capacity. His additional duties 
are being taken over by Louis 
F. Clark, auditor, who will serve 
as credit manager, and Norbert 
McCallister, secretary, who will 
take over the office management. 





ESSEX COUNTY ASSN. 
ANNUAL OUTING JUNE 14 


Arrangements have been com- 
pleted by the Essex County Re- 
tail Hardware Association of New 
Jersey, for the fifth annual out- 
ing to be held, June 14, at Mazda- 
brook, Troy Hills, N. J. Several 
hundred have already made res- 
ervations, and the trip will be 
made in buses and private cars, 
leaving Newark at 9 a. m. 

During the day there will be 
baseball, swimming, tennis, golf 
and other games, and in the eve- 
ning, dancing. A picnic luncheon 
will be served. The committee 
of arrangements consists of Her- 
man Yecies, chairman; Charles 
Prior, William Schulman, Jack 
Friedman, secretary of the asso- 
ciation, 135 Wilson Ave., New- 
ark, and Emanuel Shaw. 





HARDWARE AGE 
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SALEM J. WOLF 


Salem J. Wolf, 81, one of the 
pioneer hardware merchants of 
Hollidaysburg and Altoona, Pa., 
died at his home in Altoona, 
May 13, after a short illness. He 
had been in the hardware busi- 
ness for 65 years. 





SALEM J. WOLF 


Mr. Wolf began his career in 
1870 as a clerk in the store of 


E. E. Locke, Jr., of Hollidays- | 


burg, where he learned the trade 
thoroughly. In 1876 he entered 
into partnership with his father, 
A. J. Wolf, in the same town. 
When in 1882, the partnership 
was dissolved, Salem J. Wolf con- 
ducted the business alone until 
1892, at which time the Holli- 
daysburg store was discontinued 
and he moved to Altoona. That 
same year in Altoona, he ac- 
quired an interest in The Altoona 
Hardware & Supply Co., which 
interest he disposed of in 1899 
in order to establish his own 
business, the S. J. Wolf Hard- 
ware Co., in which his son, S. J. 
Wolf, Jr., is manager and part- 
ner. Four daughters also survive 


Mr. Wolf. 


D. A. GREENAMEYER 


D. A. Greenameyer, 85, a 
member of the D. C. Allen Hard- 
ware Co., Coldwater, Mich., for 
the past 47 years, passed away 
at his home there, April 28. 


WILLIAM H. McGREGOR 


William Henry McGregor, 75, 
chairman of the board of the 
National Twist Drill & Tool Co., 
Detroit, Mich., passed away re- 
cently at his home in that city 
after a long illness. Mr. Mc- 
Gregor helped found the National 
Twist Drill & Tool Co. in 1903 
and served as its president from 
then until 1926, when he retired 
to the position of chairman of 
the board. He had also served 


JUNE 4, 1936 








several terms as Wayne County 
clerk and was president of the 
Detroit Board of Education in 
1898. He leaves his widow and 
a sister. 


CLARENCE G. BULL 
Clarence G. Bull, 54, a director 
and vice-president of The Sher- 
win-Williams Co., Cleveland, 
Ohio, died May 8, at his home 
in that city, after a long illness 
caused by a heart ailment. 


| 





c. G. BULL 


Mr. Bull became a clerk in the 
purchasing department of The 
Sherwin-Williams Co. in 1902. By 
a series of promotions he became 


“assistant general purchasing 


agent and then general purchas- 
ing agent. In 1925 he was made 
general manager of all manufac- 
turing activities of the company, 
which position he held until ill 
health forced him to curtail his 
business activities. In 1928 Mr. 
Bull was elected to the board of 
directors and in 1930 was made 
a vice-president. 

He leaves his widow; two sons, 
Clarence B. Bull and Richard G. 
Bull, and a grandson, Richard 
Charles Bull. 


GEORGE DEJ. SIMMONS 


George DeJarnette Simmons, 
62, prominent retired merchant 
of Richmond, Ky., passed away 
May 9 in Miami, Fla., where he 
had been visiting. Death was due 
to a heart attack. Mr. Simmons 
had been in the hardware busi- 
ness in partnership with Charles 
Douglas for 25 years. He retired 
last year. His widow survives. 





WILLIAM POOS 


William Poos, 70, veteran 
hardware dealer of Eaton, Ohio, 
recently passed away suddenly of 
a heart attack at his store on 
North Barron St., that city. Be- 
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fore coming to Eaton, he had 
also operated a hardware store 
in Bellevue, Ky. His widow, a 
son and a daughter survive. 


GEORGE H. FELTES 


George H. Feltes, 56, president 
and treasurer of the Standard 
Electrical Tool Co., Cincinnati, 
Ohio, passed away suddenly May 
6 at French Lick Springs, Ind. 
Mr. Feltes entered the machine 
tool industry many years ago. 
He formerly was secretary and 
treasurer of the United State 
Electrical Tool Co. He bought 
the controlling interest in the 
Standard Electrical. Tool Co. in 
1926 and had been head of that 
concern since that time. He 
leaves his widow; a_ brother. 
Richard C. Feltes, vice-president 
of the company, and three sisters. 


E. B. CARPENTER 

Edmund B. Carpenter, 59, as- 
sociated with John H. Graham 
& Co., Inc., manufacturers’ direct 
representatives of 113 Chambers 
St., New York City, passed away 
May 17 of a heart attack. He 
was a resident of Montclair, N. J. 





E. B. CARPENTER 


Mr. Carpenter had been with 
John H. Graham & Co. since 
1903, when he started as a sales- 
man in the New York territory. 
He subsequently was advanced to 
sales manager of the city sales 
department, which position he 
held at the time of the death. 
Previously he had been a sales- 
man for Cauldwell lawn mowers. 
He leaves his widow and a son. 


J. LATIMER CUSTER 


J. Latimer Custer, 79, retired 
hardware merchant, passed away 
May 10 at his home in Pana, 
Ill., following a long illness. He 
had been in business in that city 
for 36 years. 





FRANKLIN H. LOOMIS 


Franklin Holcomb Loomis, 44, 
of Jackson Heights, L. L, for 
20 years sales manager of the 
copper sheet and roofing division 
of the American Brass Co., New 
York City and Waterbury, Conn., 
passed away May 16 at the home 
of his parents in Derby, Conn. 
He was graduated from the Shef- 
field Scientific School at Yale 
University in 1913 and from the 
Harvard School of Business Ad- 
ministration in 1915. He leaves 
in addition to his parents, his 
widow and two daughters. 





CHARLES A. LOVETT 


Charles A. Lovett, 72, for many 
years head of the receiving de- 
partment of the Moore-Handley 
Hardware Co., Birmingham, Ala.. 
died recently in a hospital there. 
He leaves his widow, two daugh- 
ters and three sons. 


JOHN L. BILLMAN 


John L. Billman, Minneapolis, 
Minn., passed away recently. He 
founded one of the first hard- 
ware stores on the East Side of 
Minneapolis; was a charter 
member of the Minneapolis Re- 
tail Hardware Association, and 
active during its early years. He 
opened his business in the early 
80’s and was largely responsible 
for the development of the Cen- 
tral Ave. retail district. 

Since his retirement several 
years ago, the business has been 
carried on by his sons, Dan, 
Sam, and Paul, who, with the 
addition of furniture and ‘mor- 
tuary, have made it the largest 
establishment of its kind on the 
East Side. Dan Billman is a di- 
rector of the Minneapolis Asso- 
ciation and was its president last 
year. 


M. A. MIDDAUGH 


M. A. Middaugh, proprietor of 
a hardware store in Towanda, 
Pa., passed away May 20. He 
had been in business for 30 
years. 


JABEZ BACON 


Jabez Bacon, 86, prominent 
hardware dealer of Chelsea, 
Mich., died at his home there, 
May 13. He organized the J. 
Bacon & Co. hardware and farm 
implement store there in 1879. 
Ten years later he became part- 
ner in the Hoag & Holmes Hard- 
ware Co. and was also promi- 
nently identified with the Bacon 
Mercantile Co., dealer in hard- 
ware, crockery, and farm imple- 
ments. Ten children survive. 
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HOUSE PASSES THE PATMAN BILL 
TO CURB PRICE DISCRIMINATION 


House action May 28, 1936, parallels Senate Action 
on similar Robinson Bill April 30. Combination 


compromise bill expected early in June would elimi- 


nate secret rebates, pseudo advertising allowances 


and other unfair buying advantages enjoyed by 


large distributors but would not include much dis- 


puted anti-basing point restrictions nor clause classi- 


fying types of distributors. Would establish quantity 


price limits to be determined by Federal Trade Com- 


mission, 


By an overwhelming majority 
of 290 to 16 the House by a 
standing vote passed the Patman 
Anti-Price Discrimination Bill on 
May 28, 1936. The much disputed 
and somewhat revised measure 
was taken up on the floor on May 
27 under a special rule. The bill 
was in charge of Representative 
John E. Miller, of Arkansas, a 
member of the House Judiciary 
Committee, which reported the 
measure. It has long been spon- 
sored by Representative Wright 
Patman of Texas. 

The Robinson bill, designed to 
accomplish the same purposes as 
those proposed in the Patman 
bill, passed the Senate on April 
30. In the Senate the bill was 
in charge of Majority Leader 
Joseph T. Robinson of Arkansas. 
Because the two bills have like 
purposes, the _ legislation is 
known as the Robinson-Patman 
bill. 

There are differences between 
the two bills but sponsors hope 
and believe that they can be 
readily ironed out in conference, 
and the bill finally passed be- 
fore adjournment, expected to 
It is 
the general assumption that it 


take place early in June. 


will be signed by the President 
and thus become a law. 

The common purposes of the 
two bills are clear from a re- 
cital of their fundamental prin- 
ciples. Both would make it un- 
lawful for any person engaged 
in commerce—First: To discrim- 
inate in price or terms of sale be- 
tween purchasers of commodities 
of like grade and quality. Sec- 
ond: To pay brokerage or com- 
mission under certain conditions 
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—dummy brokerage. Third: To 
suppress pseudo-advertising al- 
lowances. Fourth: To protect 
the independent merchant, the 
public whom he serves, and the 
manufacturer from whom he 
buys from exploitation by unfair 
competition. 

Action on the bill in the 
House and chances of bringing 
it to passage were expedited 
when House sponsors eliminated 
two amendments which had met 
with vigorous opposition. One 
was the so-called anti-basing 
point provision. Manufacturers 
using the basing point system 
objected to this clause and 
found strong support in the 
House, partly because some ob- 
jected to the principle of the 
provision itself and partly by 
reason of the fact that they held 
it was extraneous to the pur- 
poses of the Patman-Robinson 
bill. Further it was pointed out 
that there is now pending, but 
without any chance of passage 
at the present session of Con- 
gress, the Wheeler - Utterback 
anti-basing point bill as a piece 
of separate legislation. 

The other’ objectionable amend- 
ment which was struck out was 
opposed by farm organizations. 
This was known as the classifi- 
cation section, classifying distrib- 
utors into groups such as whole- 
salers, retailers, brokers, jobbers, 
etc. 

The two chief amendments 
adopted by the Senate to the 
Robinson bill removes manufac- 
turing from the provisions of the 
bill and includes the Borah- 
VanNuys bill which clarifies the 
Clayton act relating to price dis- 
crimination. Both bills tighten 
the provisions of the Clayton 
act. The major provisions of the 
bill concern advertising allow- 
ances, dummy brokerage, quan- 
tity discounts and quantity lim- 
its. 


The Patman- Robinson _ bill 





does not prohibit advertising al- 
lowances but its sponsors say it 
does prohibit advertising allow- 
ances to be used as a guise for 
price reductions to large buyers 
that are not given proportionate- 
ly to all other customers of manu- 
facturers. Manufacturers, there- 
fore, will have a right to select 
their customers but when selected 
the customers will be dealt with 
equally and fairly, according to 
sponsors of the bill. 

Under what is known as dum- 
my brokerage it was charged that 
a practice has grown up where- 
by large buyers “bribe” repre- 
sentatives of the seller under the 
guise of a brokerage allowance. 
The bill does not compel the 
use of a broker but it does pro- 
hibit one party from bribing, as 
sponsors of the bill call it, the 
representative of the other under 
the guise of brokerage allowances 
or commissions. 

Regarding quantity discounts, 
sponsors of the bill said that a 
practice has grown up of manu- 
facturers allowing large mass 
buyers great discounts that their 
competitors do not receive even 
for the same quality and quan- 
tity purchased under the guise 
of such discounts. The bill does 
not prohibit quantity discounts 
where they are based upon dif- 
ferences in cost of manufacture 
and distribution, but it does pro- 
hibit a manufacturer from giving 
a discount to one customer with- 
out giving the same discount to 
another customer who purchases 
the same quantity under the same 
conditions. The bill permits dif- 
ferentials, but prohibits discrim- 
inations. 

|The section relating to quan- 
tity limits permits the Federal 
Trade Commission to fix a quan- 
tity limit under certain conditions 
where so few buyers are able 
to purchase certain large quan- 
tity that are available to them 
for a lower price that are not 
available to others, that such a 
practice is held to promote a 
monopoly in any line of business. 
If the FTC finds that to be true, 
it may fix a quantity limit, which 
will mean that any one purchas- 
ing that quantity will receive the 
same price per quantity unit as 
one purchasing a number of such 
quantity units. The only rea- 
son the FTC will have to fix such 
a quantity limit will be to pre- 
vent monopoly in any line of 
business. It may fix a carload, 
several carloads, or less than a 
carload as the quantity limit, de- 
pending upon the nature of the 
commodity, the quantities in 





which it is usually bought and 
sold, and its distribution among 
large and small competitors. 


Sponsors of the legislation 
strongly deny contentions that it 
is a substitute for the National 
Industrial Recovery act. They 
deny also that the bill will re- 
quire the 1,500,000 retail stores 
to defend their rights before the 
FTC. Instead, they point out 
that it merely grants one retail 
distributor the same rights and 
benefits as other retail distribu- 
tors under the same conditions. 
About the only concern that will 
be called upon to defend itself 
before the FTC, they declare, 
will be the manufacturer “who 
cheats his customers by charg- 
ing to certain customers more 
for the same quantity and under 
the same conditions that he 
charges others.” 


Equally vigorous are sponsors 
in their denial that the bill will 
in any way affect retail prices. 
The manufacturer, they insisted, 
will be compelled to sell all cus- 
tomers the same quantity at the 
same price. The retailer who 
purchases from the manufacturer 
will not be required to maintain 
a price. It will not cause manu- 
facturers to charge the corporate 
chains more, it was stated, but 
it will require them to give in- 
dependents and smaller chains 
the same price for the same 
quantity. Since independents 
will be given equal rights with 
chain and departments stores it 
is claimed prices will be reduced. 


The bill will not prevent a 
large purchaser from receiving a 
lower price for a large quantity 
than a small purchaser receives 
for a small quantity. It recog- 
nizes that there should be a dif- 
ference in the selling price based 
upon differences in cost of manu- 
facture and distribution. The 
only exception is where a par- 
ticular commodity is purchased 
in such great quantities by a 
very few large buyers that these 
large buyers would soon obtain 
a monopoly, sponsors declared. 
In such an event, the FTC may 
establish a quantity limit upon 
the showing that there is danger 
of a monopoly. When that quan- 
tity limit is fixed any purchaser 
or group of purchasers who buy 
the quantity limit so fixed will 
receive the same price per quan- 
tity unit as the large mass buy- 
ers who purchase several such 
quantity units. The power of 
the FTC cannot be invoked un- 
less there is danger of monopoly 
and upon proof being made that 
there is danger of monopoly. 

The only provision about 
brokers and wholesalers merely 
prohibits fees and commissions 
ordinarily paid to brokers and 
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wholesalers from being used as 
“bribes,” according to sponsors. 
The bill, they contend, will bene- 
fit brokers and wholesalers to 
the extent only that they are 
able to render a service at equal 
or lower costs than anyone else. 
Sales may be made directly from 
a manufacturer to the retailer or 
to consumers, but if brokerage 
or wholesale allowances are paid, 
they must be paid for services 
actually rendered. Contrary to 
claims of opponents of the bill, 
its sponsors say it is opposed to 
price-fixing. 

“Because a manufacturer will 
be compelled to sell to all of his 
customers at the same price un- 
der the same conditions does 
not mean that his competitor 
across the street, manufacturing 
the same quality of merchandise, 
will be compelled to sell to his 
customers at the same price,” 
said Representative Patman. “It 
will merely mean that whatever 
price the competing manufac- 
turer across the street sells for, 
he must treat his own customers 
fairly and sell to them at the 
same price basis.” 

The measure has been called 
an anti-chain bill. Representative 
Patman, however, said that it is 
only anti-chain insofar as it may 
deprive certain large corporate 
chains of certain privileges they 
are now enjoying that they are 
not entitled to enjoy as a mat- 
ter of right and justice, and 





which they enjoy at the expense 
of their small competitors, 
whether chains or independents. 
The law, he declared, will have 
no effect whatsoever on retail 
distribution. 


The legislation, he stated, is 
entirely in accord with the deci- 
sion of the United States Su- 
preme Court in the Sugar Insti- 
tute case. The Sugar Institute, 
Mr. Patman pointed out, pro- 
hibited all quantity discounts. 
The Supreme Court held that 


quantities discounts reflecting 
differences in cost should be 
permitted. 


The bill does not prevent price 
changes. Prices may be changed 
as at present except they shall not 
be changed for the sole purpose 
of granting a special favor or 
benefit to a favorite customer. 
A bona fide price may be 
changed at any time. This right 
is expressly reserved in the bill. 


Inasmuch as the bill is an 
amendment to the Clayton act, it 
is supported by all the remedies 
afforded by that act and the leg- 
islation made enforceable in 
three ways: First: By cease-and- 
desist order of the FTC, en- 
forced, if necessary, by order of 
the Federal courts, and punish- 
able for disobedience. Second: 
By injunction suit, prosecuted by 
the Attorney General. Third: 
By similar suit or injunction or 
damages prosecuted by anyone 
injured by its violation. 





BOOSTERS REVISE BY- 
LAWS—TO MEET 
AT NIGHT 


At their closing meeting for 
the season, held Saturday noon, 
May 23, 1936, the N. Y. Hard- 
ware Boosters revised their con- 
stitution and by-laws. The text 
of the revised constitution will 
be made available to all mem- 
bers at an early date. The meet- 
ing was held at the George 
Washington Hotel, New York 
City, due to the recent closing 
of the Hardware Club where 
meetings have been held for 
twenty years. President Archie 
M. Phelan, Sharon Hardware 
Mfg. Co., announced that when 
the fall meeting season opens in 
September, the Boosters will 
meet the last Friday evening of 
each month at a place to be an- 
nounced later. The chair thanked 
the committee which revised the 
constitution and instructed the 
secretary to prepare the revised 
text for publication. A minute 
of silent prayer was observed in 
memory of the late R. J. Atkin- 
son, a life honorary member of 
the Boosters. 
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MR. AND MRS. R. J. MAS- 
BACK CELEBRATE THEIR 
GOLDEN WEDDING 
ANNIVERSARY 


Mr. and Mrs. R. J. Masback, 
on June 17, will celebrate a half 
century of happily married life. 
During those 50 years they have 
been able to enjoy the immeasur- 
able satisfaction that comes from 
a happy family circle of children, 
grandchildren, and great-grand- 
children, and a successful busi- 
ness. 

Mr. Masback who is chairman 
of the board of the Masback 
Hardware Co., wholesale firm at 
326-330 Hudson St., New York 
City, has had an unusual busi- 
ness career since his entry into 
business in 1875. From a very 
modest beginning in a small re- 
tail store, because of his business 
acumen and good judgment, he 
has built one of the largest busi- 
nesses of its kind in the East. 

Today his present hobby is 
the same as it has been for the 
past 60 years, and that is his 
business. Although his son, Ed- 
win R., is president of the com- 
pany, R. J. Masback is in the 
office nearly every day, except 
during his vacation period, pro- 





viding an inspiration for the 
company, for all admire and re- 
spect him. 





MR. & MRS. MASBACK 


Mr. and Mrs. Masback take 
delight in family meetings and 
seeing other people happy. They 
go to the theater and movies 
occasionally and enjoy simple 
foods. Together they look for- 
ward to many more years sur- 
rounded by those things that 
have made their lives happy. 





HORTON MFG. MAKES 
CHANGES IN PERSONNEL 


Joseph C. Lewis has been ap- 
pointed general manager of the 
Horton Manufacturing Co., Fort 
Wayne, Ind. manufacturer of 
home laundry equipment. Mr. 
Lewis has been associated with 
the company since Nov. 1, 1934, 
as factory manager. He came to 
Horton as a production engineer, 
on Aug. 1 of that year, for the 
purpose of revamping the pro- 
duction system and_ installing 
straight line manufacturing meth- 
ods and a modern cost system. 


J. M. Swain has been made 
plant superintendent. He had 
been associated with the Her- 
cules Motor Corp., Canton, Ohio, 
in a supervisory capacity and 
previously with several motor 
car manufacturers. Seyford Betz 
is in charge of washing machine 
assembly. Until recently, he was 
in the assembly division of the 
Dover Mfg. Co., manufacturer 
of electric irons. Milton Maus, 
formerly with the Ideal Electric 
and Manufacturing Co., Mans- 
field, Ohio, is in charge of iron- 
ing machine assembly. 

W. H. Kortum, who has been 
with Horton for 17 years, is now 


chief engineer and has full 
charge of the design of the prod- 
ucts. Associated with Mr. 


Kortum is Lewis P. Faddis in 
charge of tool and die designing 


* 





and formerly with the Interna- 
tional Harvester Co. 

A. E. Askerberg, formerly with 
the Dover Manufacturing Co., is 





J. C. LEWIS 


purchasing agent and office man- 
ager for Horton. Assisting Mr. 
Lewis in the sales end of the 
business and in active charge of 
parts and service is E. A. Jor- 
dan, who for ten years was as- 
sistant secretary of the Fort 
Wayne Chamber of Commerce 
and during the last two years, 
served as secretary. 





E. A. JORDAN 


Although the personnel of the 
Horton Manufacturing Co. has 
been substantially supplemented 
at this time, the concern contin- 
ues under the same ownership as 
in the past. 

WHITMAN & BARNES BUY 
BUCKEYE TWIST DRILL 
Whitman & Barnes, Inc., tool 

manufacturer of Alliance, Chi- 
cago, has purchased The Buck- 
eye Twist Drill Co., Alliance, 
Ohio, it was announced by Wil- 
liam B. Fetner of Whitman & 
Barnes, Inc. He stated that The 
Buckeye Twist Drill Co. is ex- 
pected to employ 200 people 
within the next six months and 
new machinery will be installed 
at the plant in Alliance within 
the next few weeks. 
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One Number of Eveready B Batteries. 
14 to 2 in. Lock Nuts & Bushings. 
Some Lines of Abrasive Cloth, Etc. 


DECLINES BECOMING EFFECTIVE 
Five Numbers of Eveready B Batteries. 


HOWS the 
ewes LAD YAE 
Business ? 


ADVANCES BEING ANTICIPATED 


Steel Sheets, Bars, Plates & Shapes, 


Butts & Hinges. 


Contemplated price changes on 
steel, for the third quarter, are still 
uncertain. Producers admit that a 
number of advances and adjust- 
ments are under consideration and 
that changes may be announced any 
day. At this writing, a rise of $2.00 
per ton on sheets, bars, plates and 
shapes seems assured, but no change 
is anticipated on nails, wire prod- 
ucts, and wire rods. 

* * * 


The expected advance on builders’ 
lock hardware went into effect on 
May 15th, averaging 25 cents per 
dozen sets on mortise locks, and 10 
cents per dozen sets on rim locks. At 
the same time, some manufacturers 
have started the plan of issuing a 
dealers’ price list, intended to steady 
the jobbers’ resale quotations. 
Makers of butts and hinges are talk- 
ing higher prices, and jobbers are 
looking for a possible small advance 
at an early date. 


* * * 


Screen wire cloth manufacturers 
have issued new price lists, effective 
May 25th, confirming the opening 
prices of last October, and withdraw- 
ing the quantity discounts and con- 
cessions which have since prevailed. 
There is an evident desire to firm up 
the market before any commitments 
are made or any prices are an- 
nounced, for the 1937 season. 

aa * ao 


Leading tack makers have an- 
nounced new and higher prices. The 
Atlas Tack Corporation issued the 
following announcement to its trade 
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on May 2lst, and similar notices 
were also issued by other manufac- 
turers: 

“New higher prices on cut and 
wire tacks, copper tacks, clout and 
trunk nails, double pointed tacks and 
staples are going into effect on May 
27th. 

“We shall be pleased to accept 
one order, if placed prior to May 
27th at present prices, not to exceed 
your thirty-day requirements. 

“A new method of pricing above 
products will be used with this new 
price change which we hope will 
meet with your approval.” 

An advance of two dollars per ton 
on tack plate, just in effect, has 
probably hastened action by the tack 
makers. , 

* * & 

The price situation on window 
glass remains unchanged, and a nor- 
mal seasonal demand is being ex- 
perienced. The real volume, of 
course, does not appear until fall. 
Increased building activity has made 
window glass sales better than at 
this time a year ago. Production of 
polished plate glass for April 
reached a new record high, and out- 
put for the first four months of 1936 
gained 131% per cent over the like 
1935 period. 

* * *% 

Eveready Radio B batteries were 
revised on May 15th, five numbers 
being reduced five to fifteen per 
cent, and one number, No. 778, being 
advanced about twelve per cent. 
Other makers have marked up pri- 
vate label batteries recently, to cover 





the adoption of the new “plug-in” 
feature. 
* & 
Lock-nuts and bushings, sizes %4 
to 2 inch, were raised ten per cent, 
effective May 25th. 


* *& 


Small advances became effective 
June Ist on some lines of abrasive 
cloth and paper specialties, includ- 
ing discs, rolls, cones, belts and 
sleeves. 

* * * 

New list prices have been adopted 
on vitrified grinding wheels, which 
establish variations for face styles 
other than square. All wheels, ex- 
cept those with plain square face, 
now have an “extra” added to the 
list, these extras varying with the 
type and size of grinding wheel pur- 
chased. Discounts are unchanged. 


+ + 


More and more encouraging are 
the reports of spring hardware sales, 
as they come from various parts of 
the country. Retailers are more suc- 
cessful than the wholesale houses in 
maintaining good gains in dollar 
sales, though tonnage increases are 
general throughout both groups. Un- 
doubtedly the stores are better able 
to maintain their normal mark-ups, 
under competition, than are the job- 
bers, among whom there is wide 
complaint that profit is not keeping 
pace with better volume. Until re- 
cently, retail sales increases have 
been better in the cities than in the 
country towns, but this trend is 
changing, and rural sales are com- 
ing up to substantial betterment over 
1935. 

* x * 

Equipment for summer comfort is 
easy to sell in all sections, clearly 
indicating the comeback of the 
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The two biggest ships in the world are 
about the same size __ 
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... but the second biggest magazine trails far behind the 


WORLD'S BIGGEST MAGAZINE 


O DO a real, profit-producing selling job for the 

everyday necessities and luxuries of life, you 
dealers must have the support of the biggest maga- 
zine circulation on earth . . . a circulation which is 
double the size of that of any other magazine! 


This is the sales-speeding backing you get from 
manufacturers who make those products and adver- 
tise them to the more than 5,500,000 families who 
- read The American 
Pa Weekly. It goes into the 

2 nation’s richest buying 
areas... areas where 70% 
of all families live and 
where 80% of all retail 
sales are made! This pow- 
erful circulation creates a 
tremendous market, going 
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The 





AMERICAN 
WEEKLY 








Greatest 
Circulation 


in the World 








MORE THAN NEAREST 


CIRCULATION CIRCULATION 


5,500,000 COMPETITOR 





“*The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 


into from 1 out of 5 to 1 out of every 2 homes in 
those responsive areas. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 614 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 

In each of 158 cities, it reaches one out of 

every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


... and, in addition, more than 1,982,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 
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American high standards of living. 
Electric fans, freezers, lawn and 
porch furniture, kitchen conveni- 
ences, glassware and china for the 
summer table, camping outfits, lug- 
gage, and an endless variety of 
tempting sports costumes and para- 
phernalia for outdoor travel and 
play—all these meet with ready ac- 
ceptance and demand, and their 
showing is the sign of the up-to-date 
hardware store. 


* + 


Lawn mowers, garden tools, hose, 
screens and poultry supplies have 
been leading items on every order 
reaching the wholesaler during May 
—most of these being reorders after 
a too-conservative early buying. 
Manufacturers are less prompt than 
last year in shipping the rush fill-ins 
from their distributors, and jobbers 
have been embarrassed by some un- 
expected shortages of urgent sea- 
sonal needs. 

* * * 

A number of price situations are 
annoying, and the wholesalers rec- 
ognize that for some of the recurring 
price wars, they must share the 
blame with the manufacturers. For- 
tunately, these disturbances on im- 
portant lines are of shorter duration 
as the year goes on, and as volume 
seems easier to maintain without 
price-cutting. 

* * ¥* 

The latest week’s reports to the 
trade reviews, on the state of gen- 
eral business, are as encouraging as 
hardware statistics. Dun mentions, 
for example, an 8 to 12 per cent 
gain in nation-wide retail sales, over 
the similar 1935 period. A heavier 
buying season is indicated for early 
summer than in several years. In 
many branches buying thus far in 
May has been at the best rate for 
the month since 1930, some items 
running up to 25 to 30 per cent over 
last year’s bookings. The steady ex- 
pansion of consumer buying, in spite 
of the cool weather in some sec- 
tions, was accompanied by more 
evenness in the gain in retail sales 
for the various districts of the coun- 
try, with the trend in nearly all lines 
decidedly toward the better qualities 
of merchandise. 


* + 


As to industrial operations, Dun’s 
survey finds little indication of an 
early appearance of the usual sea- 
sonal decline. Operations in most 
divisions of industry were set ahead, 
with industrial rate for the week 
close to the April level. Manufac- 
turers of paints, hardware, electric 
appliances and refrigerators, radios, 
furniture and floor-coverings made 
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upward revisions in their schedules 
at many centers, as orders increased 
and shipments were falling behind 
the delivery dates. Makers of glass- 
ware and bottles ran from 15 to 20 
per cent ahead of last year’s output. 


* *+ * 


Sales by distributors of the Amer- 
ican Asphalt Paint Co., Chicago, to 
large industrial, commercial and in- 
stitutional paint users were 72.1 per 
cent greater in April this year than 
in the same month of 1935. 

* * * 


Showing an increase in building 
permits in Southern California of 
more than $12,000,000 for the first 
quarter of this year over the corre- 
sponding period of last year has 
caused firms dealing in building 
hardware to carefully check and re- 
value their stocks. In the county 
of Los Angeles alone, the figures re- 
leased by the Department of Build- 
ing show that for the first four 
months of 1935 the building permits 
totaled $10,976,371, while for this 
year the total of the first quarter per- 
mits were $15,447,316. In comment- 
ing on this huge volume of building, 
C. B. Ward of the hardware depart- 
ment of Patten-Blinn Lumber Co., 
Los Angeles, said, “This tremendous 
building activity in and around Los 
Angeles is apt to cause a shortage 
of desirable materials, especially in 
the hardware line. All types of 
buildings are in the course of being 
erected from modest homes to apatt- 
ment houses and public works ac- 
tivities. This big spurt in building 
is bound to be reflected in shortages 
in one way or another. While I do 
not wish to make any alarmist state- 
ments as we and others, I believe, 
are fairly well covered, it is a known 
fact that inventories are low all over 
the country, so if other sections ex- 
perience the same conditions as are 
happening here, it will be difficult to 
obtain certain wanted items.” 

* aa * 


The spring wheat states of the 
northwest have received bountiful 
spring rains, and the soil, when 
seeding began, was in excellent con- 
dition. Seeding of the spring crop 
is now completed, and while total 
acreage shows a moderate reduction 
from 1935, at present the outlook 
for this crop is promising. Weather 
bureau records disclose that rainfall 
this year for the country as a whole 
has been approximately normal, but 
in many of the most important farm 
States it has been less than average. 
For the year, to May 19th, Texas 
had a moisture deficiency of 40 per 
cent as compared with a normal 
year. Rainfall has been off in the 








two leading corn states, with Illinois 
27 per cent and Iowa 20 per cent 
under the average. Deficiencies ex- 
isting in other states are: Missouri, 
43 per cent; Kansas, 32 per cent; 
Wisconsin, 18; Indiana, 11; Okla- 
homa, 54; Kentucky, 33, and Ohio, 
19 per cent. However, the recent 
improvement has been marked, and 
expectations are high for good 


crops. 
P o 42 @ 


The copper products industry is 
operating at close to the highest rate 
of the year, with an average so far 
in 1936 a little less than 60 per cent 
of the 1929 maximum, and about 15 
per cent ahead of last year. Domes- 
tic consumption of copper for April 
totaled 59,760 tons, against 56,448 
in March. Domestic supplies were 
reduced to 233,610 tons at the end 
of April, against 238,601 tons at 
the end of the preceding month. 
World consumption also increased, 
and world stocks decreased for the 
month, while the output of copper 
both in America and abroad, was 
less than in March. 

* *+ * 


Sales of paint, varnish, lacquer 
and fillers, as reported to the Bu- 
reau of the Census by 579 establish- 
ments, totaled $29,905,000 for 
March, as compared with $20,154,- 
000 in February, and $26,544,000 in 
March, 1935. Sales of these manu- 
facturers for the first three months 
of 1936 totaled $73,974,000, as com- 
pared with $68,609,000 in the first 
quarter of 1935. President Joyce, 
of the Glidden Company, has stated 
in a recent interview that present 
paint prices are too low, and a rise 
in prices for the industry may be 
expected for the last half of 1936. 
As a whole, Glidden’s business is 
greatly improved over 1935, with all 
plants operating at capacity and 
the paint and chemical plants op- 
erating 24 hours to supply the heavy 
demand. Sales of paint both to 
dealers and to industries are in- 


creased. 
* * * 


The Coleman Lamp & Stove Co., 
Wichita, Kan., has announced a 400 
per cent increase in the production 
of oil-burning heaters for this sea- 
son. The heater factory has been 
enlarged, new equipment installed, 
and workmen are pushing at top 
speed to produce four times as many 
units, in anticipation of a big year 
in the industry. The company has 
more than doubled its line for 1936, 
with models for every heating pur- 
pose, in every price field. 

* * # 


All household washer and ironer 
shipment records of the industry for 
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AIR VOLUME 
CONTROL 


Porcelain 

Enameled 
‘UNI-VALVE” PLATE 
Contains all Valves 


COMBINATION 
RELIEF VALVE 
and DRAIN COCK 


CYLINDER 
Easily Replaced 


pasti gal, lem: ley. 
Spring Loaded 


DEALERS..... 
Hit a 
NEW HIGH IN SALES 
with 


SANI-TANK 
Porcelain 
Enameled 
Inside and Out 


BUILT-IN MOTOR 
Back of Pump 


t—- PRESSURE SWITCH 


‘ SS. DIRECT-DRIVE 
f No Belts, No Pulleys 
£ 


OIL RETAINER 
SEAL 


, 


The high spot of the year for water system sales is here 
... and the all-time high in water system values is repre- 
sented in this new Roper Model 1250. Make 1936 your 
biggest year with this new unit! Its clean-cut, compact 
design, its many exclusive features, and its sé/ent operation 
assure consumer preference. Universal acceptance and 
remarkable sales records are indisputable endorsements 
that justify your immediate investigation. Use the handy 
coupon below. 


Send this day tG GEO. D. ROPER CORP., ROCKFORD, ILLINOIS 


Send complete information on the fast-selling Roper Water Systems. 


NAME _ 


ADDRESS 
CITV 
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the first four months of the year and 
also for April have been topped in 
1936, according to figures just re- 
ported by J. R. Bohnen, secretary 
of the American Washing Machine 
Manufacturers Association. “Washer 
shipments totalled 565,538 in the 
first four months of 1936, compared 
to 483,447 in the same 1935 period, 
an increase of 17 per cent,” he said. 
“Ironer shipments were 61,988, as 
against 43,847, an increase of 41.4 
per cent. “April washer shipments by 
the industry showing the usual sea- 
sonal lessening, were 149,556, com- 
pared to 170,176 in March and 6.2 
per cent above April, 1935. Ironers 
shipped in April numbered 15,446, 
compared to 20,295 in March and 
15,005 in April, 1935.” 


- @&. © 


The Boss Washing Machine Co., 
Cincinnati, Ohio, through its gen- 
eral sales manager, Frank O. Harris, 
reports that Boss washer sales are 
running 35 to 40 per cent ahead of 
last year. 

* oa ” 

A goal of 250,000 new homes to 
be constructed this year is the ob- 
jective of a campaign which has 
been launched under the combined 
sponsorship of the National Housing 
Advisory Council and the Federal 
Housing Administration. Ernest T. 
Trigg, chairman of the Council, in 
a recent address, explained the rea- 
sons for the existing shortage of 
homes and described the tremendous 
potential market made possible by 
an accumulated and immediate de- 
mand for “new urban dwellings, 
which according to conservative es- 
timates will amount to some 400,000 
dwelling units annually for the next 
ten years.” 

* * * 

Modernization credit loans, made 
under the auspices of the Federal 
Housing Administration during the 
week ended May 9th totalled 11,- 
397 amounting to $4,817,641. This 
makes a grand total of 1,035,771 
notes amounting to $372,823,266. In 
the same week, 1681 mortages ac- 
cepted for insurance under the 
FHA plan, amounting to $6,750,848. 
This makes a grand total of 67,262 
accepted mortgages amounting to 
$271,283,311. Large scale housing 
projects which have been accepted 


total $33,262,158. 


> 2 2 


Cash income of farmers, from the 
sale of their products, plus govern- 
ment benefit payments, reached a 
six year high record during the first 
four months of this year. The bu- 
reau of agricultural economics re- 
ports $2,079,000,000 was received 
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during these months, compared with 
$1,970,000,000 for the correspond- 
ing period last year. Larger mar- 
ketings in May tended to offset 
lower prices of wheat, cattle, hogs, 
butterfat, and wool. Farm income 
in the second half of 1936 will de- 
pend to some extent on the new 
crop yields, but it is probable that 
income will continue to exceed a year 
ago. Makers of farm equipment 
are definitely estimating a 25 per 
cent increase in their sales for all 
of 1936. 
* * * 

Steel production last week de- 
clined 2.2 per cent to 67.9 per cent 
of capacity, but still holds up un- 
seasonably well. A month ago op- 
erations were at 71.2 per cent of 
capacity and a year ago at 42.3 per 
cent. The current high rate, accord- 
ing to Iron Age, is particularly sig- 
nificant in view of the curtailed 
buying by the automotive industry 
and lighter takings by agricultural 
districts. Finishing mill schedules 
are being well maintained and tin 
plate output has been raised to prac- 
tical capacity. A moderate decline 
in steel output during June can 
scarcely be avoided, but it will un- 
questionably be less than seasonal, 
and price moves may lend artificial 
stimulus. 

* * * 

Shipments of Kelvinator refriger- 
ators for April, 1936, were 25,610, 
binging the total shipments for the 
company’s seven months’ fiscal pe- 
riod, ending April 30th, to 119,667 
as compared with 92,041 units for 
the same period last year, an in- 
crease of 30 per cent. Leonard 
electric refrigerator shipments for 
April, 1936, were 6939 units, bring- 
ing the total shipments for the seven 
fiscal months’ period ending April 
30th to 40,891, as compared with 
26,999 units for the same period last 
year, or an increase of 51 per cent. 


* + 


RCA-Victor sales increased 68 per 
cent in the first four months this 
year as compared with the corre- 
sponding period of 1935, according 
to President Cunningham. He said 
that reliable trade statistics indi- 
cate improvement for the radio in- 
dustry as a whole will be 18 per 
cent over the first four months of 
1935. The RCA-Victor Company, 
in anticipation of still larger in- 
creases in sales, will double its 1935 
rate of production during the last 
half of 1936. : 


= ¢. 


Freight carloadings for the week 
ended May 16th totaled 681,447 cars, 


a more than seasonal increase of 





12,512 cars over the previous week. 
Loadings in the latest week repre- 
sented an increase of 16.9 per cent 
over the same week of 1935 and an 
increase of 11.3 per cent over the 
same 1934 week. 

Loadings of revenue freight in 
1936 compared with the two previ- 
ous years follows: 

1936 19385 1934 





Four weeks in 
wary ..... 2,353,111 2,169,146 2,183,081 
Five weeks 
ruary .... 3,135,118 2,927,453 2,920,192 
Four weeks in 
March ...... 2,418,985 2,408,319 2,461,895 
Four weeks 
weltne oebuses 2,544,843 2,302,101 2,340,460 
May 2nd .... 671,154 568,927 605,246 
May 9th .... 668,935 575,020 798 
May 16th .... 681,447 583,327 612,331 
BEE. ccccsce 12,478,593 11,534,293 11,726,003 
* * * 


Electricity production in the week 
ended May 16th totaled 1,961,694,- 
000 kilowatt hours, a new high since 
February Ist, and a gain of 15.4 per 
cent over the corresponding 1935 
week. Nearly all sections of the 
country showed larger gains over a 
year ago than in the previous week. 

* 2 # 


Bank clearing increased in the 
twenty-two leading cities of the 
United States for the week ended 
May 20th, as compared with the pre- 
vious week and a year ago. The 
latest week’s total was $5,275,135,- 
000, a rise of 3.8 per cent over the 
similar 1935 week. The gain would 
have been greater except for a poor 
showing in New York City. Better- 
ment was particularly marked at 
Pittsburgh, Cleveland, Atlanta, New 
Orleans, and Dallas. 

* * 


Fewer business failures occurred 
during the May 23d week than in 
the preceding week, and the total of 
174 was only 3 more than the weekly 
low for the year to date. The total, 
reported by Dun and Bradstreet. 
compared with 229 in the corre- 
sponding 1935 period. The better- 
ment was chiefly in the East and 
South. 

* * * 

Building contracts awarded dur- 
ing April in the thirty-seven states 
east of the Rocky Mountains in- 
creased to the highest level, with one 
exception, of any month since Oc- 
tober, 1931, according to F. W. 
Dodge Corporation. Awards were 
$234,806,300, compared with $124.,- 
020,000 in April, 1935, and $198,- 
978,300 in March, 1936. Construc- 
tion privately financed in April 
amounted to $130,072,000, a five-year 
record. In the first four months of 
1936 construction totaled $780,627,- 
600, a gain of 85 per cent over the 
total for the corresponding four 
months of 1935. 

(Continued on page 61) 
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Sh Abbe | 


: THAT IS PRODUCING RESULTS! 


| Here is a direct mail campaign that is making new sales 
records. One mid-western applicator reports five sales out 
of five return post-cards! 

One look at the mailing pieces themselves will tell you 

' why they are so successful. They are printed in full color 

on heavy coated stock. They tell about “‘Slow Fire,”’ Barrett 

quality and show the full beauty of Barrett Shingles—make 
any man want to own a Barrett Roof. 

This mail campaign is only one unit in the Barrett “5 out 

Stave : ce Been the of 10” Profit Plan, which includes a comprehensive news- 

paper advertising service, signs and window displays, a 


BARRETT SOUND-SLIDE FILMS powerful visual sales manual, a Farm Building Plan Ser- 





“Profit Days Are Here Again” are two sound-slide vice, new product literature, etc. 

film presentations full of helpful advice to roofing The combination of this material and Barrett Quality 
dealers and applicators. Don’t miss them.The Barrett will take you places—help set new roofing sales records for 
salesman will gladly arrange to show them to you. you. Ask the Barrett salesman for details. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 


2800 So. Sacramento Avenue, Chicago, Illinois e Birmingham, Alabama 
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Overhead display of 
lighting fixtures in the 
store of Moncrieff’s 
Hardware, Collings- 
wood, N. J. 










Moncriett Specializes 
in Lighting Fixtures 


ONCRIEFF’S Hardware 
M Store, of Collingswood, 
New Jersey, makes a 
specialty of selling lighting fix- 
tures. This line include fixtures 
for new residences, offices or 
stores, or equipment suitable for 
the modernization of such estab- 
lishments. A stock of several hun- 
dred items for these types of in- 
stallations is practically always 
in the store, and provides a va- 
riety in both style and price to 
meet the most fastidious demands. 
For years Mr. Moncrieff sold 
wire, conduit, boxes and similar 
equipment to neighboring elec- 
trical contractors. But it was 
only after he started doing elec- 
trical installation work himself 
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that he realized he was losing 
good business by not handling 
fixtures. He immediately put in 
a line of this equipment and ad- 
vertised the convenience of his 
stock to both the nearby contrac- 
tors and the residents of the town. 
The new line moved quickly. 
To assist the discerning house- 
wife and shop proprietor in their 
selection of fixtures in harmony 
with their tastes, Mr. Moncrieff 
arranged samples of his stock so 
that they could be viewed while 
actually lighted. So great was 


the favorable sales reaction to this 
plan, that the store often has as 
many as two hundred fixtures 
suspended from its ceiling, and 
each one connected and ready 
for lighting. 

These fixtures are arranged 
across the ceiling at the rear of 
the store. Narrow boards pro- 
vided with numerous outlets are 
first fastened to the ceiling. The 
fixtures, in turn, are fitted to 
these outlets and wired with suit- 
able switches for their illumina- 


(Continued on page 84) 
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A 
FRIGIDAIRES 


have been sold 
than any other make | 





@ The men who sell Frigidaire in the field 
are setting new marks of achievement this 
year. They are climbing with Frigidaire to 
new peaks of leadership. 

We are proud of this overwhelming 
leadership. Not alone because of the su- 
premacy in sheer numbers which it repre- 
sents. But because it signifies that 
we have kept faith with our orig- 


PRIG 


MADE ONL 
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that Frigidaire outlets are profiting 
handsomely by the greatest public accep- 
tance ever awarded any refrigerator @ 














inal aim and principle—to make not merely 
a good refrigerator, but the world’s finest. 
“One and one-half Million More Frigid- 
aires than any other Make’”’ is to us a deep 
tribute of confidence from the buying public. 
And an inspiring reminder of record-break- 
ing sales accomplishment by Frigidaire 
outlets everywhere in the world. 
FRIGIDAIRE CORPORATION, Dayton, Ohio 
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PEYTON L. YON 


New President 
Southeastern Assn. 


Peyton 


CHAS. W. TRUITT 


Retiring President 
Southeastern Assn. 


H. M. SIMMONS 
Secretary-Treasurer 
Southeastern and 
Affiliated State 
Associations 


L. Yon Heads 


Southeastern Association 


EYTON L. YON, Van Brunt & 
p Yon Hardware Cv., Tampa, 

Fla., was elected to the presi- 
dency of the Southeastern Retail 
Hardware and Implement Associa- 
tion at the organization’s 22nd an- 
nual convention and exhibit, held in 
Atlanta, Georgia, May 19, 20 and 
21, succeeding Charles W. Truitt, 
Commerce, Ga., president for the 
past two years. John B. Greer, Lou- 
don, Tenn., was elected first vice- 
president; H. Kilpatrick, Thomas- 
ton, Ga., second vice-president, and 
J. Earl Lupfer, Kissimmee, Fla., third 
vice-president. H. M. Simmons, At- 
lanta, was reelected secretary-trea- 
surer of the Southeastern and affli- 
ated State associations. 

A. Raymond Anderson, Atlanta, 
was reelected chairman of the South- 
eastern’s Board. Directors chosen 
were: R. W. Simms, Clermont, and 
W. W. Schultz, Haines City, for 
Florida; R. A. Norris, Covington, 
and C. W. Truitt, Commerce, for 
Georgia; Hugh C. Ross, Jackson, 
and Joe Right, Sweetwater, for Ten- 
nessee. 

State officers elected at the con- 
vention were: Georgia: President, 
J. T. Holbrook, Cornelia; vice-presi- 
dent, J. D. Hudson, La Grange; di- 
rectors: E. Jarman, Baxley, W. A. 
Brown, Albany, and G. T. Sharp, 
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Sylvania. Tennessee: President, 
John D. Laminack, Crossville; vice- 
president, H. W. Norton, Maryville; 
directors: Frank Meiers, Loretto, 
Ira Taylor, Trenton, and Chester 
Varnell, Chattanooga. Florida, con- 
firmation of officers elected at the 
State convention in Tampa on May 
26, as follows: president, Robert W. 
Simms, Clermont; vice-president, 
Fred M. Smith, Avon Park; direc- 
tors: L. P. Hovey, 4. Rehbaum and 
Frank Morgan. 

Plans were announced for holding 
the 1937 convention in Atlanta, at 
an earlier date than heretofore, with 
the details to be announced in the 
near future. 

Following a few brief remarks by 
President Truitt and invocation by 
Secretary Simmons, the convention 
opened on Tuesday morning with an 
address on “Manufacturer’s Dis- 
counts, Rebates and Allowances,” by 
D. W. Northrup, president, Henry G. 
Thompson & Son, New Haven, Conn., 
followed with “The Manufacturer’s 
Answer,” by Joseph H. Plumb, Fay- 
ette R. Plumb, Inc., Philadelphia, 
and “A Policy for Hardware Re- 
tailers,” by Secretary Simmons. 

All three of the speakers were of 
the opinion that retailers had much 
in common to gain through more 
generally demanding fairness on the 


part of manufacturers in their sales 
policy, particularly in price differen- 
tials, and that jobbers would be glad 
to cooperate through supplying the 
merchandise on which there was a 
definite manufacturer’s sales-price 
policy, provided the dealers prop- 
erly voiced their demands through 
making known to their jobbers their 
preferences for such merchandise. 
To this end, both Mr. Northrup and 
Mr. Plumb dwelt at length upon the 
great advantage in that direction 
which was afforded through the 
dealer being properly apprised of 
the facts through publication of their 
sales policy by manufacturers, as 
provided through the American In- 
stitute of Fair Competition and the 
published sales policies governing 
goods bearing its label. 

Using the eight-point policy for 
hardware retailers adopted by the 
NRHA Board of Governors as a text, 
Secretary Simmons outlined the 
things hardware men as individuals 
and through associational member- 
ship activity could accomplish. He 
cited several ways whereby dealers 
through group action could attain 
definite results, counseling that 
“when manufacturers fail to meet 
the dealer on his problems, dealers 
should individually consider exclu- 

(Continued on page 56) 
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MR. 
RETAILER :— 
Watch; 


—for coming 
advertising 
in space 
carrying this 
border; 

—announcing 
merchandise 
produced with 
probably the 
country’s greatest 
length of 
experience; 

—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 


to you; 

—plus profitable- 
to-you, practical 
variety AND 
a sales policy 
that the trade 
helped to plan; 






—with most 
of the sales- 
resisting angles 


eliminated; 
—planned all the 
way thru to 
help you make 
pofitable sales; 


—because priced 
at attactive values 
and styled to meet 
the users’ wishes, 
with all the finish 
that is worth while; 


—not loaded with 
a costly numerous 
sales organization, 
or expensive partial 
manufacturing in 
a neighborhood 
branch; 


—courageously 
arranged for your, 
the distributors’ 
and the factory’s 
mutual, fair and 
intelligent ratio 


of profit; 











Southeastern 


Convention 
(Continued from page 54) 


sion of such lines from their stocks. 
That is only protection to your- 
selves.” 

Addressing the convention Tuesday 
afternoon on “Jobber-Dealer Co- 
operation,” W. M. Bonham, presi- 
dent, C. M. McClung & Co., Knox- 
ville, Tenn., and past president 
Southern Hardware Jobbers Associa- 
tion, reviewed the various tenden- 





J. T. HOLBROOK 


New President 
Georgia Assn. 


cies toward closer cooperation be- 
tween these two branches of the 
hardware trade. Among these, he 
outlined the jobber ownership of 
a chain of stores, the jobber tie-up 
with a voluntary chain of inde- 
pendent retailers, the jobbing house 
owned and controlled by retailers, 
the furnishing by jobbers of more 
or less complete sales promotion ser- 
vices to their retailer customers, and 
the tendency toward syndicate buy- 
ing and group buying. 

Mr. Bonham said that cooperation 
between the jobber and the retailer 
is very essential, but that it is not 
yet certain just what form of co- 
operation is most desirable. He 
said, however, that it is very neces- 
sary that both jobbers and retailers 
get their own houses in order, do a 
better job of merchandising, and be 
prepared to meet competition not 
only with comparable prices but 
also with comparable merchandising 
practices. “We must by capable 
management reduce our margin,” he 
said, “otherwise all the price co- 
operation will be of no avail. But 
under proper cooperation, with the 
efficiency which can be reached if we 
try, the independent jobber-retailer 
channel is unbeatable.” 

“Meeting the Competitive Prob- 
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lem” was the subject of an address 
by T. W. McAllister, editor of South- 
ern Hardware, Atlanta, Ga. He de- 
clared that there always has been 
and doubtless always will be a com- 
petitive problem, and stated that even 
the elimination of chain stores and 
mail order houses would still find 
the hardware trade facing keen com- 
petition. He suggested, further- 
more, that there may be little hope 
of relief through legislative channels, 
as indicatéd by the experiences of 
the merchandising trades under code 
regulations. He suggested that the 
real problem to overcome is not the 
competition of the chain store, the 

















H. C. THARPE 


Retiring President 
Georgia Assn. 


mail order house or other merchan- 
dising outlets, but rather the ten- 
dency in all three branches of the 
hardware industry to put off doing 
the things which they know should 
be done in meeting the competitive 
situation. He pointed out, in this 
connection, that there are now firms 
in all three branches of the trade 
who are doing a good job in meeting 
their competitive problems. 

After reviewing the price angle of 
the competitive problem, Mr. Mc- 
Allister suggested that, after all, 
price is not the all-important angle 
of the problem; that merchandising 
methods are certainly of equal im- 
portance. He said that the chain 
stores have developed so rapidly, not 
merely because of price but because 
they have been able to cut down the 
amount of time and effort involved 
in the distribution of merchandise. 

At the conclusion of Mr. McAl- 
lister’s address, in a dealers’ forum 
discussion, which centered around 
credit vs. cash and carry methods, 
Hugh C. Ross, Jackson, Tenn., vice- 
president NRHA, said, “If we are 
going to fight or even meet com- 
petitive prices, we must have a cash 
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e - Dog-gone 


———~ GOOD 
we PROFITS/ 


\ If you are looking for really profit- 


—€ ) able items to handle—items that 


take up little space, move fast, 
cause no “come-backs,” and allow 
you a generous profit—don’t over- 
look the 1936 line of HODELL 
Dog Chains. 

















Made in many different styles from 
several types of chain — there’s 
bound to be one to suit the most 
particular dog fancier. 


Packed in neat, strong boxes. Also 
comes in assortments furnished 
with a handsome display rack—a 
sure-fire seller. 


Write for prices and catalog today. 


THE CHAIN PRODUCTS CO. 
3934 Cooper Ave. 
Cleveland, Ohio 


DOG CHAINS 


EXERCISER-LEAD-KENNEL AND CHOKI @eleium aes 
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S.00'SECURITY 


not just friction tape 


As strong in sales as in ser- 





vice! To get the utmost profit 
from friction tape... to 
win the lasting good will of 
your customers ...to avoid 
complaints of poor quality... 
sell SECURITY! 


This display sells 32 
No. 1 rolls of “U.S.” 
Security Friction 
Tape at 5 cents each. 


This display sells 
16 No. ¢ ectie of 
“U.S.” Security Fric- 
tion Tape at 10 cents 
a roll. Put it to work. 




















2 United States Rubber Company 
United States Rubber Products. Inc. New York. N Y 





and carry price to increase cash 
sales.” Joe Wright, Tennessee presi- 
dent, presiding, said his firm over a 
period of many years had found the 
two-price system profitable. Several 
others spoke of charging 10 per 
cent plus cash and carry price for 
credit, including Ira Taylor, who 
said his firm had done business for 
30 years on basis of 10 per cent over 
cash price where charged 30 days 
or more or until fall, about 50 per 
cent of sales being on that basis. 
Continuing the convention theme: 
“Causes and Cures of Today’s Com- 
petition,” with J. C. Brown, third 
vice-president, of Hapeville, Ga., 
presiding, Rivers Peterson, editor, 
Hardware Retailer, Indianapolis, 
opened Wednesday morning’s dis- 
cussions with a charted presentation 
of facts showing obvious costs in the 
jobbers and retailers operations 
which could be eliminated or ad- 
justed in keeping with seasonal de- 
mands, whereby the retailer might 
increase sales efficiency of his force 
through more productive planning 
and contacts, urging all dealers to 
give more attention to personally 
getting acquainted with their cus- 





JOE H. WRIGHT 
Retiring President 
Tennessee Assn. 


tomers and possible customers and 
to using outside salesmen, properly 
equipped with samples on trucks for 
visiting the homes and farms of 
prospects. Through more produc- 
tive sales efforts, adjustment of re- 
sults with selling cost, use of more 
traffic-stopping displays, stock ar- 
rangement that facilitates buying 
accessibility within the store to save 
both the customer’s and the clerk’s 
time, and more attention to adver- 
tising that brings people into the 
store, Mr. Peterson thought were 
among the best ways to bring the 
resale price into a level with com- 
petitive appeal and at a profit. 
Harry G. Davis, director of re- 
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search, Farm Equipment Institute, 
Chicago, followed with an outline of 
“Farm Mechanization and Agricul- 
tural Parity,” in which he stressed 
the profit possibilities of implement 





R. W. SIMMS 


New President, 
Florida Association 


sales in connection with the hard- 
ware store, gave a detailed analysis 
of governmental efforts and other 
factors involving farm implement re- 
tailing and reviewed the part imple- 
ments have played during the past 
century, pointing out that compara- 
tively speaking implement prices are 
slightly less than in 1914. 

At noon Wednesday, those dealers 
who have been in business for 25 or 
more years and have been Associa- 
tion members, were guests ofthe 
organization at a luncheon in the 
Ansley Hotel, convention headquart- 
ers. Short addresses were made by 
Rivers Peterson, Secretary Simmons. 
and Ed Jarman, Baxley, Ga., who 
served as temporary chairman and 
was elected president of the “25- 
Year Club,” with R. A. Norris, 
Covington, Ga., vice-president, and 
J. D. Hudson, La Grange, Ga., secre- 
tary. 

At the Wednesday afternoon ses- 
sion J. T. Holbrook, Georgia presi- 
dent, presided, and Vernon E. Vin- 
ing, director department store sales, 
Westinghouse Electric & Mfg. Co., 
Mansfield, Ohio, presented a dy- 
namic sales talk on “Employee 
Training and Sales Promotion,” fol- 
lowed with questions and dealer dis- 
cussions on problems of salesman- 
ship. Mr. Vining urged every dealer 
to take his local phone book and go 
down the list, name by name, study- 
ing the needs of each, asking: “What 
can I sell this man?” then, he sug- 
gested, have someone “go call on 
them. Go yourself. Expose your- 
self to sales possibilities. That’s the 
secret of the best salesmen—seeing 
the prospect, asking questions that 
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No. 520 No. 48 No. 542 
Electricians’ Bit Expansive Bit Solid Center Bit 


Luck and chance have nothing to do with the growing demand 
for Millers Falls Auger Bits. These bits are today selling faster 
than ever before, because they have selling points every salesman 
can demonstrate — features every buyer wants. 

The screws are deep and clean-cut. The sharp, well-formed 
spurs insure a clean bore. The cutting lips do their job with less 
effort, and the highly finished spirals remove the chips from the 
hole as fast as made. 

The bits illustrated are but three leaders in 
a line that covers every principal trade require- 
ment. Regardless of type or size, Millers Falls 
bits are fast, clean-cutting, and finished in a way 
that appeals to every man who knows good tools. 
Why not write today for our new circular that 


AVULILOIL 





illustrates the entire Millers Falls line? 


MILLERS FALLS COMPANY 


MILLERS FALLS 
Greenfield Ie 







Massachusetts 





GOODELI 
PRATT 
[1800 GOOD TOOis! 
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bring out information they don’t 
even think they are giving you, then 
keep tab of those facts and follow 
them up.” “Analyze your sales 
failures?” someone asked. “No, 
analyze your sales successes and see 
why you made the sale, how you 
made it, what made the prospect 
buy, use these thoughts to mold the 
buying urge into your next pros- 
pect’s mind,” he said in a rapid-fire 
barrage of questions and answers 
following his address. 

Arthur L. Brook, executive sec- 
retary, Georgia Better Business 
League, spoke briefly in outlining 
the workings of the organization 
through county and city units in com- 
bating harmful legislation and taxa- 
tion measures, urging that dealers, 
as a part of a similar national effort, 


cooperate in curbing much harmful 
legislation, etc. 

At the closing session, Thursday 
morning, which was conducted by 
President Truitt, the first speaker 
was L. P. Dickie, manager South- 
eastern department, United States 
Chamber of Commerce, Atlanta, who 
spoke on “The Responsibility of 
Business to Government,” recounting 
the scores of experiments and fail- 
ures of the present Federal Admin- 
istration. While he said that some 
benefits have been brought about, 
the speaker felt that the harmful 
tendencies of the present adminis- 
tration were more serious than now 
realized by most business men, and 
he urged that they give most careful 
scrutiny to their ballot this year in 
choosing the next Congress. 





THE Flyped TWINS 


FLYded Insect 
Powder kills all 
craw 


FL Yded Liquid 
Spray kills all 
flying insects 


You won't find FLYded Insect 
Powder and FL Yded Liquid Spray 
cluttering up your shelves season 
after season. For these are the 
world’s largest-selling insecti- 
cides. They will bring you faster 
turnover and no carry-over. 
FLYded’s 
high quality at 
low cost is 
nationally ad- 
vertised. The 
refillable, built- 
in bellows can 


Made by MIDWAY CHEMICAL COMPANY, Chicago 
THE WORLD’S LARGEST-SELLING INSECTICIDES 





ae 


insects 





has won leadership for FLYded 
Insect Powder. FLYded Liquid 
Spray has a new pleasing odor. 
ey’ll both be breaking sales 

records again this year. 
For more profits, concentrate 
your insecticide business on the 
fastest sellers. 


Ask your 
jobber for 
FLY ded Pow- 
der and Liquid 


today — you'll 
reorder weekly. 











Rivers Peterson in reviewing the 
convention, told of how and why 
the codes and many other activities 
of the present administration had 
been such a failure, explained their 
menacing influences to the future, 
and portrayed the stark realities 
facing merchants and other business 
men of the years ahead unless there’s 
a change. 

The social highlight of the con- 
vention was a big floor show and 
dance given the visitors Wednesday 
evening on the Ansley Hotel roof 
garden hy the four Atlanta hardware 
jobbers. Walter Simmons, chair- 
man entertainment committee, Beck 
and Gregg Hardware Co., was mas- 
ter of ceremonies, assisted by George 
Cole, Dinkins-Davidson Hardware 
Co., John Braswell, King Hardware 
Co., and Jack Sharp, Sharp, Zachary 
& Horsey Co. 


Slaw And Vegetable Cutter 





No. 28—Rapid Cutter—with green 
enameled wooden handle and safety 
guard. Maker states it has razor edge, 
tempered steel knives; is sanitary, easy 
to clean, and non-rusting. Guaranteed 
to remain sharp for 10 years. Size, 
4% x 13 in. Suggested retail selling 
price, 40c. Bluffton Slaw Cutter Co., 
Bluffton, Ohio. 


Household Wrenches 








Griptite—lifts hot and wet jar or 
can from water; potatoes, corn, bottle 
and cans from hot water or oven. Holds 
jar while cap is tightened or opened. 
Captite—fits all sizes of screw top 
bottles, jars, and cans; grips the cap 
in opening and closing. Removes hot 
pans and pots, etc., from stove or oven. 
May be used as beer bottle opener, nut 
cracker and is strong enough for a 
pipe wrench. Suggested retail selling 
price, 25c. each. United Sales and Mfg. 
Corp., 1831 N. W. 23rd Place, Port- 
land, Ore. 
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Thowands. 


OF GARDEN MAGAZINE 
READERS WILL 
BE ASKING FOR 


W/7a +) 4, 11)).4 





(its 14 to 16 
inch mowers) 


LISTS AT s] 85 


(Large size for 18 to 20 inch mowers 
1Sc additional. Less usual discounts.) 


T big improvement in lawn mower 
cutting principles in years! Makes any 
mower more efficient. Gives the blades a 
chance to cut. Gently combs the grass up- 
right—lifts crab-grass and other low-grow- 
ing weeds to where blades can trim them. 
Gives the lawn a “barber's trim.”’ Protects 
blades against sticks, stones and bones. 

Hardware dealers who have stocked the 
Bendix Mowerake and installed one or two 
on floor models as demonstrators are selling 
Mowerake in real quantity. The low price 
makes it a fast seller. 

National advertising in popular home and 
garden magazines is sending thousands of 
lawn-owners to their hardware dealers to 
see and buy Mowerakes. Others are writing 
in—to be supplied through our most con- 
venient dealer connection. 

Order a few dozen Bendix Mowerakes 
now—they’ll move! Made in one type only 
—two widths—to fit practically any lawn 
mower. Enameled in bright red and green— 
packed in individual display shipping car- 
tons, in dozen lots. Mowerake is distributed 
through hardware jobbers and dealers. 
Order from your regular jobber or from us 
and we will ship through our nearest jobber. 


NATIONALLY ADVERTISED 


in the popular home and garden magazines! 


ECLIPSE MACHINE COMPANY 
(Subsidiary of Bendix Aviation Corporation) 
ELMIRA, NEW YORK 
Makers of the world-famous Morrow Bicycle 
Coaster Brake and the Bendix Starter Drive 





ECLIPSE MACHINE COMPANY 
Dept. H-2. Elmira, New York 

lease send me full particulars about the Bendix 
Mowerake. 
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How's the 
Hardware Business ? 
(Continued from page 50) 


Other figures showing a rise in 
home building during the first three 
months of 1936 were made public re- 
cently by the Federal Housing Ad- 
ministration. Exceptional increases 
in permits for the first three months 
of this year over the same period a 
year ago were listed from some 
cities, including the following: Los 
Angeles, 150 per cent; New York, 
99; Detroit, 274; Washington, 34; 
Houston, 189; Philadelphia, 163; 
San Francisco, 226; Cincinnati, 92; 
Miami, 158; San Diego, 165; Oak- 
land, 186; Oklahoma City, 383; 
Denver, 94, and Dallas, 106 per cent. 





Glass Knobs And Drawer Pull 








Capscrew roundhead, half-round glass 
knobs and glass drawer pulls are sup- 
plied in the following color models: 
crystal, black, green, amber, opal, blue 
and red. For installation a 11/16 in. 
hole is drilled the knob, or pull, and 
cap screw is inserted and tightened 
with a screwdriver. Capscrews are 
nickel-plated. Technical Glass Co., 
Inc., 2050 E. 48th St., Los Angeles, 
Cal. 


Universal Cooler Aids 


A mat service book of 35 pages pre- 
sents the various sizes of mats for Uni- 
versal Cooler refrigerators that are 
available and also describes the differ- 
ent models. It also contains several 
suggestions for advertising layouts. 
Colorful circulars have been prepared 
that strikingly illustrate the new mod- 
els and their features. Universal Cooler 
Corp., Detroit, Mich. 








SNAPS ON 
SNAPS OFF! 


and how they 
snap it up! 


RED-CAP 


GARDEN HOSE COUPLING 
(Extra faucet 
Complete GE 2s 22%., 


} ee user of garden hose wants the 
Red-Cap Coupling the minute he sees it. 
A fast seller. User's friends see it, try it, and 
can hardly wait to get this big little con- 
venience for their own garden hose! 


Won’t Leak! Won’t Slip Off! Ends Hose- 
Kinking — Swivels Round and ’Round! 
One size—one style—fits any standard 
34-inch hose coupling—easy to install (screw 
it on and leave it on!)—no tools needed— 
extra faucet connections permit use of single 
coupling in several faucets. Snaps off only 
when collar is given a simple twist of the 
fingers—won't come off accidentally. 

acked one dozen, in handy, effective 
display carton. Distributed through hard- 
ware jobbers and dealers. Made by the 
builders of the famous Morrow Bicycle 
Coaster Brake and the Bendix Engine Starter 
Drive. Order from your regular hardware 
jobber—or from us, and we will ship through 
our nearest jobber. 


Special Introduttory Offer 
to Hardware Dealers 
Attractive Counter Display, with Demonstrating Faucet, 
a Red-Cap Coupling complete, and a handy hose length, 
FREE with each initial order for 1 doz. Couplings 
and 1% doz. extra faucet connections. Total $11.70 less 
regular discount. 


NATIONALLY ADVERTISED 


in the popular home and garden magazines! 


ECLIPSE MACHINE COMPANY 
(Subsidiary of Bendix Aviation Corporation) 
ELMIRA, NEW YORK 





ECLIPSE MACHINE COMPANY 

Dept. H-2, Elmira, New York 

Please send me full particulars about the Bendix 
Red-Cap Garden Hose Coupling. 
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Hardware Wholesalers Do Support 
Factories With Proper Sales Policies 
Says H. M. Swain 


Witmincton, On1o—I have just 
read with a great deal of interest 
your article on “Sales Policies” as 
discussed at the Memphis Conven- 
tion. I am particularly interested in 
that part where you say: 

“There is, however, some merit 
to the complaint aired by several 
manufacturers at the Memphis Con- 
vention. They said sales policies 
that would stand scrutiny receive no 
support from the very wholesalers 
who protest the loudest. If there is 
any foundation for this complaint, 
it is easy to understand why many 
producers seem so indifferent to the 
pleas of independents when this 
subject is under discussion.” 

When we announced to the trade 
that we would market only through 
wholesale distributors and would 
sell no goods to chain stores or cat- 
alog houses, a great many people 
said to us exactly what these manu- 
facturer said at Memphis, that is, 
that we would receive no support 
from the wholesalers with our policy. 

It should be of interest to the 
hardware trade to know that exactly 
the contrary is true. Our sales in 
the last two years have shown an 
increase of nearly 400 per cent. 
Three months ago we started to 
make screwdrivers. We have already 
reached the point where we are sell- 
ing more screwdrivers than many 
screwdriver manufacturers who have 
been in business for years. The only 
reason for this is because both the 
wholesalers and retailers are sup- 
porting us because of our policy. 
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I believe all subscribers to The 
American Institute of Fair Compe- 
tition, Inc., will tell you a very 
similar story. 

The reason why some manufac- 
turers, who announce good sales 
policies, do not receive the support 
of the trade is because the trade 
does not believe them. I have before 
me a printed sales policy, which has 
been issued for some years by a 
prominent manufacturer. They say: 
“We believe that selling through 
established distributors is economi- 
cal and efficient. We adhere rigidly 
to this principle.” Surely one would 





believe from this statement that they 
market only through distributors, 
when as a matter of fact, they sell 
part of their line, at least, to cata- 
log heuses. 

I talked with a prominent screw- 
driver manufacturer just the other 
day. He told me that he marketed 
entirely through wholesalers and 
then later on in the discussion he 
said he had advanced his prices re- 
cently to the Western Auto Supply. 
One could hardly classify them as 
a wholesaler. 

We wish to go on record as stat- 
ing that the wholesalers and retail- 
ers of this country have certainly 
given us all the support that we 
could possibly expect. 


H. M. Swain, 
Executive Vice-President, 
The Irwin Auger Bit Co. 





Taxation Article Reprint And 
aC of C Bulletin 


Mipcanp Park, N. J.—In your 
May 2lst issue you said that a few 
reprints are available of Mr. Fitz- 
gerald Hall’s talk before the Mem- 
phis Convention. 

Could you send me 35 copies of 
this address? I want to send them 
to the members of our local Cham- 
ber of Commerce, along with our 
regular monthly bulletin. I would 
appreciate it if this could be done. 

Attached you will find a sample 
copy of the May bulletin of the local 
Chamber of Commerce, which is sent 
out every month. A Chamber of 
Commerce is a difficult thing to keep 
going, but a wonderful asset to the 


merchants and the town if they are 
worked in a fair way. 
Peter BAKKER. 
The Chamber of Commerce letter 
follows: 


MIDLAND PARK & WORTENDYKE 
BUSINESS MEN’S ASSOCIATION 
BUSINESSMEN’S BULLETIN, May, 1936 

Happenings at Last Meeting— 

Several bills were paid. An ad was 
given to the Christian School Day pro- 
gram. Arrangements were made to 
enroll new members, and to rearrange 
all existing member obligations by 
payment of $1 to cover all dues up to 
and including the month of May. A 
baseball suit was donated to the new 
baseball team in town, with the name 
of the association inscribed on the suit. 


A. & P. Stores— 
The A. & P. Stores are reported to be 
experimenting with a new wire service 
( Continued on page 64) 
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DON'T BE 
“the goat” 


| 
| 
| 
| 


MR. DEALER 


| 


Tell everyone that you think too 
much of your business to let good 
customers blame you for misfit 
“just-as-good” wicks that spoil the 


operation of their oil stoves. 


Genuine Puitection wicks, 
stamped with the red triangle“ Mark 
of Quality” and with the name 
“PERFECTION”, are the only 
wicks that give satisfactory results 


with Perfection, Puritan 





and Ivanhoe oil stoves. 





PERFECTION 











TACK 








STOVE COMPANY 


7747-€ Platt Avenue, Cleveland, Ohio | 
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Fiat packages, glued in shape, not just folded—these 
make Atlas Tacks, Nails, Brads and other products 
easier and safer to handle ... exemplifying the care 
used in every detail of Atlas manufacture. 


ATLAS 


ORPORATION 


AVEN ASSACHUSE 
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Letters to the Editor 


(Continued from page 62) 


to broadcast programs directly to their 
stores. It is being tried in 50 New 
York stores, and is used to broadcast 
changes in price, to advertise specials, 
and to liven up the atmosphere of the 
stores by music, and etc. It will be in- 
teresting to note what will come of this 
experiment: Suppose the women should 
all flock to the A. & P. store each Wed- 
nesday morning to hear their favorite 
crooner who would only broadcast on 
this program—this would be unusual. 


F.H.A. (Federal Housing 
Administration )— 

The F.H.A. is helping Midland Park 
merchants more than we realize. This 
is the government bureau which guar- 
antees building mortgages, and has 
stimulated a great deal of building ac- 
tivity. Many Midland Park journey- 
men are busy today on work financed 
by F.H.A., which in turn helps the 
merchants. Lewis Bros., Midland Park 
Coal and Lumber, Reynen Bros. and 
others have been very active with this 
work. The F.H.A. is one of the best 
things that has been done by the Ad- 
ministration at Washington. 


Co-ops (Retail Cooperative 
Buying Units)— 

In the next few years you will prob- 
ably hear a great deal of retail buy ing 
ene, popularly known as “Co-ops. 
Try to keep well posted on them. If 
they get ahead of the retail merchant, 
they will give more competition than 
the chain store and Big Bear together. 
They are organized to sell almost any- 
thing—food, clothing, lumber, coal, 
hardware, milk, and etc. They have 
good and bad points. You will hear 
more about them at the next meeting. 


Program Advertising— 
Every member should appreciate how 


much money the association is saving 
them by our laws on program adver- 
tising. No member is to place an in- 
dividual ad in any program of any 

kind. The association does that for 
you. Please observe this rule closely. 


General— 


The associatica is stronger now than 
it has ever been. We have a record 
number of paid-up members. The 
1935 Federal Paeficit was 3 billions, 
and the 1936 deficit will be higher. The 
total male ro over 21 west of 
the Mississippi is about equal to the 
number %, ws ~ os he in this country 
today. inson price bill was 
pneeed - the Senate, and is now in 
committee for changes. 

Next Meeting— 


Monday, June 1, 8 p. m. Polizotto’s 
Barber Shop. There will be refresh- 
ments. 


Needs “Who Makes It?” 
After Pittsburgh Flood 


PittspurGH, Pa.—In the recent 
flood most of our catalogs were 
washed away, and also your very 
valuable book, “Who Makes It?” 
If you have any extra copies we 
would appreciate one for our files. 

A. J. Braiter, President, 
J. C. Lindsay Hardware Co. 
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Advertise DALEY CHURNS 





world’s best advertising — no 
wonder nearly 90% of all the 
churns sold by the hardware trade 
today are DAZEY CHURNS! At 
this moment there are well over 
3 million DAZEY users and, judg- 
ing from the thousands of letters 
we have received, few, if any, are 
content merely to wr S ~ A 
perior service of a EY 
CHURN in selfish cnlhatien. 
Instead, they become ardent mis- 
sionaries, enthusiastically seeking 
to convert others to this far better 
way of churning. No wide-awake 
dealer can fail to realize, ao 
fore, the necessity of havin 
comprehensive stock of DA 
RNS always on hand. Aaa 
cially profitable are the electric 


I" satisfied users are truly the 





models now that power lines are SOLD ONLY THROUGH 
90 ad din tcts int extended into JOBBERS AND DEALERS 


DAZEY CHURN & MANUFACTURING CO. 


St. Louis, Missouri 


4301 Warne Ave. 
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A SIZE FOR EVERY NEED 






10-GALLON 


Hand or 
Electric 
Operation 











Texas—The Land 
of Opportunity 


(Continued from page 32) 


of fish and where they are found. 
What a heaven Texas must be 
along the coast of the Gulf of 
Mexico for the deep sea fisher- 
man! 

Then we turn to the birds of 
Texas. This list of birds is larger 
than that of any other state. Seven 
hundred different kinds of birds 
are to be found in Texas. 

And just listen to this, my good 
friend who loves a gun and a good 
dog. Among the species of ducks 
that come to winter in Texas are 
Canvasback, Redhead, Pintail, 
Mallard, Gadwell, Greenwing and 
Bluewing Teal, Baldpate and 
Wood Duck. If you have never 
had a thrill in your life you 
should go down to a good hunt- 
ing spot off the coast of Texas, 
rise before daylight in the morn- 
ing, and hear the Canadian geese 
come honking across the water. If 
this does not give you a thrill, 
nothing in the world will. 

Then, of course, there is the 
climate of Texas. Texans have been 
so busy talking about other things 
that you very seldom hear them 
refer to their climate. In this re- 
spect they are very different from 
our good friends on the Pacific 
Coast. But while the poor devil 
here in the North is spending his 
good money for wood and coal 
and trying to keep warm, down 
in Texas they are out of doors en- 
joying the sunshine and fresh air. 

It is a curious fact that Texas 
is a very poor state for the sale 
of books and magazines. Most of 
the people in Texas do not waste 
their time reading about other 
people in other states. They are 
too busy enjoying their neighbors 
and themselves. Texans just love 
to sit and talk. And sometimes, as 
the saying goes, they just love 
to sit. 

But what I am trying to convey 
in my feeble manner is that it is 
a grand and glorious state in 
which to live. The average Texan 
never inherited very much money 
from any ancestor and according 
to his philosophy there is no rea- 
son why he should bother about 
what his children are going to in- 
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Meat, potatoes, 
vegetable — a 
complete, de- 
licious meal 
can be cooked 
in the 


> EVERHOT 


= at one time. 








ELECTRIC COOKING 
SELLS ItTsELr 


Now—when standing over a hot stove or heating up the 
kitchen with an oven is a particular ordeal to your cus- 
tomers—is the strategic time to display electric cooking. 





Feature the Everhot—the automatic roaster and baker 
that satisfies the year-’round . . . does not raise the room 
temperature 1° . .. is equipped with every useful modern 
feature . . . cooks a complete meal in one operation— 
enough for 20 servings. 


Make Two 


Sales in One 


Sell the Everhot Buffe- 
teria with the roaster. 
This attractive Everhot 
attachment doubles 
roaster utility ... keeps 
cooked foods hot and 
tasty . . . completely 
solves the problem of a 
hot buffet. Take advan- 
tage of this double ap- 
peal—the Everhot combination boosts your roaster sales, 
brings you big profits. 





Use our realistic imitation food set, as shown above in the 
roaster, to attract customers. Other attention-getting liter- 
ature and display material available on request. 


ASK YOUR HARDWARE OR ELECTRICAL JOBBER 


FOR CANNING--THE CONSERVO 


Every dealer should stock and push this standard canning 
equipment. Over 500,000 sold. Approved by Good House- 
keeping. This year sell your share. 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO, U. S. A. 
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IMED tne 
TANDING 
R VALUE 


for General 
Household Use 







BECAUSE 
OF DOUBLE 
BALL BEARINGS.. 
AT A POPULAR PRICE 


Here’s the sales sensation of 1936—the first Double Bail 
Bearing household caster ever offered at popular prices! 
Two complete rows of ball bearings — lowest overall 
height for this type of precision construction—choice of 
hard or cushion tread composition wheels. Leads the 
way to sales of complete floor protection equipment— 
increases profits. 


It’s the first reason for the big swing to Faultless Casters. 


Then there’s the smart display box, holding one set of 
casters—originated by Faultless. Makes sales by itself— 
encourages sales of complete sets intead of single cast- 
ers—quickens turnover—facilitates handling of stock. 


And to simplify selling still further, the Faultless Con- 
densed Line enables you to supply 90% =, 
of caster requirements with less in- 
vested capital. 


Get the facts from your Jobber today! 


a CASTER CORPORATION 
Dept. HA-6, Evansville, Indiana 


Granebes in Principal Cities 
Canadian Factory: Stratford, Ontario 





















LUFKIN 


TAPES - RULES 
PRECISION TOOLS 


herit from him. So, brother, if 
you have a sort of prison feeling, 
if you feel your life is not giving 
you all the elbow room you need, 
then just get out the “tin Lizzie” 
draw a check for a few dollars, 
and start out to spend the next 


two months jogging around Texas. 
Take my word for it, you will 
never regret the trip. 

Horace Greeley said: “Go West, 
young man, go West!” Now in a 
later generation, I say: “Young 
man, got to Texas!” 


Where does the Federal Government get the money for his 7%, 


billion dollar year, 1936? 





The drawing shows the sources. Uncle Sam borrows nearly half 
from the bankers, 314 billions. The rest he gets from incomes, 
1l, billions and taxes, 21% billions. 





ee SEE 


fr all measurements 
Inside and Outside 


HEIGHT AND DEPTHGAUGE 
FLEXIBLE AND RIGID | 
MEASUREMENTS ~~ 


The most practical 
_ all purpose Tape-Rule — 
‘Sell, the 


EZURALL. | 


THERE'S A GOOD PROFIT ‘i 
ee). OR. YOU —— | 


Rag ha Cantal Catalog No./2 | 








What becomes of the 7\, billions to be spent in 1936 by the 
Federal Government? 


The veteran’s benefits are the regular appropriations and have 
nothing to do with the bonus. The AAA expenditure is a con- 
tingent expenditure, subject to new legislation. 


(Chilton Bureau of Economic Research) (SS. 8) 


THE [UFKIN RULE [0 


SAGINAW. MICHIGAN. U.S.A. 


NEW YORK 


Abrasive Products Catalog 


fmchieedil Miele. Contains price list of abrasive papers 
WINDSOR. O NTARIO and cloths for metal, wood, and leather 

working. Describes in detail the fol- 
lowing brands: Jewelox; 


Jewel Garnet; New Process; Jewel 
Emery; Jewel Flint Paper. Lists the 
principal standard items made by the 
company and carried in stock. Abra- 
sive Products, Inc., South Braintree, 
Jewelite; Mass. 
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A “Repair-Dept. For Every Store 


ERE'S the LePage's "Fix-Kit""—another help yourself sales 

server. Nine different products packed as a unit with 

the “eye-teasing" display. These items are used every day in 
offices, schools and homes. 


Three dozen packages, priced from 10 to 30 cents to give 
you a better margin of profit. Just place this display where 
your store traffic is heaviest. It shows a gross profit of 80%, 
on cost. Tell your wholesaler to include "Fix-Kits" with your 
order today. 





4 only gills LePage's Glue \ P 
6 only bottles LePage's Glue Retailer Cost 


6 only Gri der Mucil 

4 only 3 or. Jar White Paste $3.00 

2 pa 2 yi Glue 

4 ‘ 

t cn) Fabrics Adhere ' Sells For 

4 only Gl Adhesi 

2 caly Lecther Adhesive $5.40 
RUSSIA CEMENT CO. 


Gloucester, Mass. 




















F-MYERSS 


QUALITY 
pUMP LEATHER, 


Time and time again costly pump installations suffer because of inferior pump 

leathers which are sold at only a cent or two less than Myers Quality Pump 

Leathers, the characteristic features of which are uniformity, smoothness, durability 

and dependability for severe pumping service. 

Priced a bit higher than the ordinary “run-of-the-hide” leathers but worth the 

A Senex Wy : price—made in all standard styles and sizes—packed in attractive cartons for 

Bacteriosis oma stocking or display—you will find Myers Pump Leathers more profitable to sell 
sina and more satisfactory to use than cheap leathers of uncertain quality. 
Your request for catalog and information will have prompt attention. 


THE F. E. MYERS & BRO. CO.— ASHLAND, OHIO 
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SMART 


IDEAS 
THAT 


INCREASE 
PAINT 
SALES 











and boost profits 
in all departments 
of your store! 


The quality of Martin-Senour paint prod- 
ucts needs no defense. No finer paints 
have ever been made—or had a finer 
reputation. But that is only the begin- 
ning. Martin-Senour are outstanding 
paint merchandisers as well as paint 
makers. Our dealers know what it 
means to have the help of modern mer- 
chandising experts—to get smart ideas 
—new methods of selling not only paint 
but all other lines in the store. 

Mail the coupon now for the Martin- 
Senour 1936 Money-Making Plan for 
Retailers. It tells how Martin-Senour 
can help you increase store traffic— 
build up sales in a// lines—make more 
money this fall and winter. No obliga- 
tion. Just send the coupon. 


MARTIN-SENOUR COMPANY, Chicago, Ill. 







Your Own 
Newspaper 
Sells all 
items in 


MAIL COUPON TODAY 


MARTIN-SENOUR CO. 

2520 Quarry St., Chicago, Il. 20 
Please send details of your money-making 

Retail Selling Plan for 1936 and oblige 


MARTIN 


SENOUR 


QUALITY PAINTS 











A Maker of Knives 


(Continued from page 35) 


... In every drop of morning dew 
There is life and beauty for me and 

oo 

He first learned how to turn and 
treat steel from his father, who 
was a gunsmith in Windsor, Ohio. 
He opened his first shop and began 
making knives there. 

Mr. Bacon has made every kind 
of knife used, from penknives to 
meat cleavers. Thirty years ago he 
made razors which are still in use. 

The winter months are spent 
making and stocking the knives. 
In the summer he travels from 
town to town with his stock in the 
back of his car, selling direct to 
the user. 

“Meeting competition is my 
greatest problem,” he said. “That’s 
why I’ve got to operate on a retail 
direct-to-the-user basis. I must 
meet the competitive prices of ma- 
chine-made knives. 

Each knife is slowly ham- 
mered, tempered, hardened, drawn, 
shaped and polished. 

The best imported tool steel goes 
into the knives. It is delivered in 
strips 10 feet long, 44-inch thick 
and 114 inches wide. 

Mr. Bacon cuts it into the re- 
quired length for each knife. It is 
heated in a hand-operated forge. 
Then he hammers it with either a 
two or eight-pound hammer, de- 
pending on the size of the knife. 

One of his sons once counted the 
hammer strokes on one knife. It 
required almost 3800 blows. Then 
follows the hardening. This he 
does by heating and then dipping 
it in an iron vat of tallow. The 
knife is then drawn in a blue flame 
for temper. 

Then back to the emery wheel 
where it is edged and smoothed. 
Then it is mounted and riveted in 
its handle. It is then finally pol- 
ished and the handle shaped. 

“T have been asked why I don’t 
buy a trip-hammer and save the 
long hours required in hammering 
the steel by hand. The knife 
would not have the same quality, 
and if there’s one thing I’ve fought 
for all my life it is to keep the 
same quality in my knives. 

“T have been urged by my sons 


to hire help. I tried that. I 
couldn’t find anyone who would 
make them right. You’ve got to 
sort of ‘feel’ the steel taking on 
strength and quality as you pound 
it. Now you can either do this or 
you cannot. I have never found 
the kind of help that could do the 
job right.” 

The prices of Bacon’s hand-made 
knives range from a paring knife 
for 25 cents to $3 for the big 14- 
inch blade he makes for the Akron 
rubber factories. 

“It is true that I have sold 
knives to people from coast to 
coast. But those people who live 
in distant places either come here 
or order them by mail. I have 
personally sold them in every vil- 
lage and hamlet between James- 
town, N. Y., and Toledo, Ohio.” 

At 76, Mr. Bacon is a little 
bowed, his hair is gray, and his 
hand is not as steady as it was 
when he first began pounding 
knives out of bars of steel, but he 
is carrying on the life-long fight 
for independence and to preserve 
the freedom from service to any 
other man. 

He still mixes poetry with the 
ring of anvil blows. During the 
past year he wrote the aims of the 
Townsend Plan, in which he is in- 
terested, in ringing verse. It has 
frequently been reprinted and was 
recently set to music by Cleveland 
supporters of the plan. 

Today he and his wife take fre- 
quent holidays to visit their three 
sons in different parts of the state. 
All three are near 50. And with 
this companion, whom he has 
known since she was 16, he is 
achieving the one calm resolve of 
his life: To go slowly into the 
gathering twilight of his life with- 
out bitterness and without regret. 

To quote a poem he wrote on a 
recent anniversary of their mar 
riage: 

Our life is a thread that is nearly all 
spun, 


And we are rapidly nearing the end of 
the run, 
Mother and I... 


—From the Cleveland Press. 
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Feature This Number In 





for" XTRA Jalches 


iS... value for your customers’ 


money in Eagle 3525 Night Latch! 

Secure, handsome, and stronger than ordi- 
nary—because Drawn Steel is Stronger 
than cast iron. 

Strike and Case are beautifully japanned 
wrought steel. The five-pin-tumbler-cylin- 
der is furnished with three embossed bow, 
milled, nickel silver keys. 

Here is a “quality™ seller at an attractive 
price. 





Exposed face of the Cylinder 
is depressed in the ring. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine screws 


caste {Box co, 


26 Warren Street-: 


Branch Offices: 


1 Commerce St. 179 N. Franklin S#. 
Chicago, Ill. 


Works at Terryville, Conn. 


114 Bedford St. 
Boston, Mass. 
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BILL AND SAM LEARN HOW TO 
HOLD CUSTOMERS ON POLISH 











1 KNOW IT SAM - -WERE 
ONLY KIDDING OUR- 


BILL THATS THE THIRD 


A SUBSTITUTE FOR ‘ 
O-CEDAR POLISH / A NATIONAL BRAND 


OUR CUSTOMERS 


















|| WELL BILL SINCE WE START. 
- |ED FEATURING O-CEDAR | 
{| SEE WE'VE REALLY GOT 
1 SOME VOLUME AND TURN 











YOU'RE RIGHT 
AM-1I'M GLAD 
WE WOKE UP 
AT LAST / 






| POLISH. AND ITS MIGHTY 
PROFITABLE TOO : / 














IM O-CEDAR FURNITURE 
POLISH-THE FASTEST 
SELLING BEST-KNOWN 
FURNITURE POLISH 
IN THE WORLD / I'M 
NATIONALLY ADVER. 


TISED. WHEN YOU FEA- 
TURE ME | SELL FAST 
BECAUSE IM A HOUSE - 
HOLD NECESSITY / 





POLISH, MOPS AND WAX 
Household favorites for 28 years throughout the civilized world 
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Workdna fangert Exchunive 
Padtock Manufacturer 


MILWAUKEE, WIS.,U.S.A. 





Just Among Ourselves 


(Continued from page 23) 


business, toward customers, their 
help and everyone else was such 
that you decided they both hated 
the world. And then I knew why 
the other store had the business 
in town. 


Reception Room— 


Every traveling man knows of 
several calls on his route where 
reception room treatment is posi- 
tively discourteous. To some buy- 
ers, the man with something to 
sell doesn’t count. But with most 
truly successful houses, the visi- 
tor, whether buying or selling, is 
treated the way the house wants 
its representatives treated. With 
this thought in mind, my compli- 
ments go to Mr. P. Sweeney, 
treasurer, Continental Screw Co., 
New Bedford, Mass., who fur- 
nishes a convenience telephone 
for all visitors, located in the 
firm’s reception room. Near the 
phone is a little message signed 
by Mr. Sweeney. It reads: “This 
telephone is here for your con- 
venience. Throughout the coun- 
try our sales representatives are 


treated with every courtesy and 
consideration. We wish to re- 
ciprocate.” The person in charge 
of the reception room often is 
a most important point of con- 
tact—sometimes the first contact 
of a really large and important 
customer. Her personality, cour- 
tesy, and interest help reflect, in 
the visitor’s mind, the type of 
house on which the call is being 
made. 


Cuspidors— 


A former railroad man told me 
an interesting story about the 
foolishness of some state laws 
regarding railroad practices. For 
example, there was a law in 
Iowa requiring a certain number 
of cuspidors per passenger ca- 
pacity in all smoking cars or 
sections. In South Dakota a law 
prohibited their use on trains. 
So when a train came to the 
Dakota border the train porter 
gathered up all the cuspidors 
and hid them uniil the train 
passed out of that state. Going 
south the action was reversed. 





Superfex Heating Plant 

Model 150-E oil-burning heating and 
air-conditioning plant is complete in 
one compact unit. Styled in modern 





lines and finished in orange-red and 
black “wrinkle” lacquer, it has a hard, 
smooth surface—easy to keep clean. 
Trimmed in stainless steel and chromi- 
um. Heating capacity, 140,000 B.T.U. 
of hot air per hour. Model 150, same 
but in black japan finish with stainless 
steel and chrome trim. Perfection 
Stove Co., Inc., Cleveland, Ohio. 


Woodcrafter Hand Saw 
Woodcrafter is a hand-operated bench 

saw with an attached vise for holding 

the work and can be clamped to any 





solid table or bench. It is said to cut 
any material from tissue paper to cold 
rolled steel, and also two pieces of 
materials, either of the same or differ- 
ent kinds, at the same time. It uses 
standard fret saw blades. Standard 
model, shown, for children and light 
work, lists at $5.00; Master model for 
mechanics, schools and hobbyists, at 
$15.00, and the Special model for espe- 
cially large inlays in wood, linoleum 
and rubber, at $35.00. Dealer’s discount 
is 35 per cent off list. Woodcrafter 
Mfg. Co., 2460 N. High St., Columbus, 
Ohio. 
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: MAKE UP THEIR 
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mn- MINDS.__ 
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ant ITS FULL OF LONG 
ur- PROFIT ITEMS J 
a 
of 
- It TELLS you 
AND YOU all about the— 
MAKE MORE SALES a 
te | n e 
the 
ws 
. of RUBBER GOODS 
or 
in Hundreds of hardware stores are now putting 
in the Daisy Line of rubber goods and fur- 
yer niture casters. They have discovered that this 
quality line not only represents unusual value 
ca- for customers, but pays a better profit. The 
line is composed of hundreds of hardware 
or store items, such as sink plugs, toilet seat 
repair kits, tubing, washers, bath sprays, rub- 
aw ber cement, casters, caster cups, etc. Get ac- 
ns quainted with this long profit line. Write for 
\e catalog No. 100 today. 
- Stock Blue Ribbon 
ter e Rubber Soles and Heels 
ors If you do not carry rubber soles and heels, get 
ain a stock at once. It’s one of the biggest paying 
lines you’ll carry in your entire store. Cob- 
ing blers aren’t in it when customers, for a few 
cents, can stick on a Blue Ribbon Sole that 
will wear for months. Blue Ribbon Soles and 
a Heels are fast sellers and pay a very fine 
Lowe Brothers advertising, profit. They’re all listed in catalog No. 100. 
> ° . ° 
in leading national maga- a 
zines and farm publications Dr a yon rye Praga - 
: A o 8 2 er or car y before i 
featuring the Pictorial Color slips your mind. Simply ask for catalog No. 
ach Chart, reaches right into 100 and price list. It'll pay you well to know 
ling your community and urges all about the Daisy Line. 
any home owners to go to their 
nearby dealers in Lowe Schacht Rubber Mfg. Co. 
Brothers products. ; Huntington, Indiana 
Paint prospects appreciate 
this service which enables 
them to select color schemes 
from actual painted repro- 
ductions of charming inte- 
, riorsand attractive exteriors. . 
| They quickly make up their minds to buy your paint 
| ... and your paint sales increase as a result of show- 
ing the chart. z : Daisy 
This most successful sales stimulator is only one of 
| many proved sales helps offered by us. Dealers who 
sell Lowe Brothers products receive ready-to-run 
newspaper advertisements and traffic-getting window 
cut posters and displays. They have the benefit of effec- 
sold tive direct mail campaigns and a popular book which 
of shows many color schemes and answers 158 perplex- 
r ing questions about painting and decorating. 
el The known quality of Lowe Brothers products and 
_— Lowe Brothers proved sales cooperation, supported 
jard by aggressive advertising, make our dealer franchise 
ight most profitable. We suggest you write today for com- 
for plete details. The Lowe Brothers Company, Dayton, O. 
at 
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PRODUCTION 


@ Cutting efficiency plays a large 

in small “ool ors Lana The tigh 
cutting speed possible with Morse 
Tools is one of the reasons why tool 
users everywhere say, “There is a 
difference!” 


Toolmaking experience, carefully con- 
trolled hardening, accuracy in grind- 
ing, each helps to assure this differ- 
ence. It is the reason why Morse 
Tools are so satisfactory to use and to 
sell. Is your stock complete? 











THE MORSE LINE 
Includes 


High Speed and Carbon 
Drills Chucks 


Reamers Counterbores 
Cutters Mandrels 
Taps and Dies Taper Pins 
Screw Plates Sockets 
Arbors Sleeves 


MOR SE 


TWIST DRILL & MACHINE CO. 


NEW BEDFORD, MASS., U.S. Ai 

NEW YORK STORE: CHICAGO STORE: 
e- « 570 WEST 

130 LAFAYETTE ST. RANDOLPH ST. 
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The American System 
Sees It Through 


(Continued from page 27) 


to give the figures here, business 
volume followed a similar cycle 
during the two wars and post-war 
periods, about as shown in the 
table. 

The over-all duration of the 
profound disturbance to business, 
ie., from the beginning of the 
pre-war depression to the ending 
of the secondary post-war depres- 
sion is four years longer for the 
World War than for ‘the Civil 
War. This is because the primary 
and secondary depressions were 
longer getting under way after 
the World War, were much more 
severe and hence, lasted longer. 

The important point, however, 
is that the business reactions after 
the two wars were exactly the 
same in character. Incidentally 
it is gratifying to see that a 
plotted diagram of business vol- 
ume fluctuations shows a rise in 
business volume to normal, by 


July, 1936, and a steady rise 
thereafter. 

It is difficult to imagine what 
greater proof of the economic 
soundness of the American Sys- 
tem can be offered. If it sur- 
vived two such cataclysms as the 
Civil War, which tore the Coun- 
try apart and the World War, 
which brought the white race to 
the edge of ruin, it must have 
tremendous vitality. And that it 
reacted identically to both dis- 
asters indicates, beyond the pos- 
sibility of a doubt, that the Sys- 
tem is a natural outgrowth from 
our physical position on the face 
of the Earth. Which disposes of 
the third question in the minds of 
many of our people: “Must our 
System yield to a better one?” 

There cannot be anything bet- 
ter than the product of a natural 
evolution for in that process only 
the fittest survive. 





Do You SELL Paint? 


(Continued from page 25) 


if needed. By all means arrange 
through your manufacturer, if 
you can, to have a demonstrator 
come to your store; circularize 
far and wide announcing the 
news, for there is no readier buy- 
er for a product than a woman 
who watches rejuvenating paint 
magic. Demonstration, more than 
any other one thing, will win 
back trade that has gone to de- 
partment stores who show women 
how to use the products they sell. 

As for chain store competition, 


your argument is quality: your 
two most convincing points are 
that “cheap” paint may cost less 
per gallon, but actually costs 
more per square foot because its 
covering power is less. And, sec- 
ond, that the cost of paint rep- 


resents only about 20 to 25 per. 


cent of the total cost of the job, 
while the labor costs 75 per cent 
to 80 per cent. And the cheap 
paint which doesn’t last means 
early repainting, presenting a 
second labor bill. 





Prospect 


1. Painting Contractors 
2. Home Owners and House- 


Sources of Lists 


Telephone classified lists. 


holders Telephone directories, old records, automobile 
: license records, and your general list. 


3. Factories and other large 
buildings 


Classified telephone directory. 


Exchange of names with non-competitors. 


4. Farmers 

5.City, county and state insti- 
tutions, including hospitals, 
highway departments, schools, 
courthouses, etc. 


oa) 


. Automobile Painting Shops 


Tax records, church lists. 


Government records. 


. Boat Owners Clubs. 
Classified telephone directory. 
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wants to make every shot 
count—he realizes the handicap 
he shoots under if the barrels 
of his shot gun, or the barrel 
of his rifle become leaded, or 
rusty, or clogged through lack 
of cleaning. 


Just remind sportsmen that 
Union Hardware Shot Gun and 
Rifle Cleaning Rods and Im- 
plements do the job right. 
They clean barrels spotlessly 
clean, without injury, and en- 
able shooters to get the most 
out of their favorite gun or 
rifle. There’s a good profit in 
the Union line. Sell them with 
confidence. 

Send for Catalog No. 7. It 
illustrates and describes the 
complete line. 


Ask your Jobber. 


(REWER EY! 

HARDWARE COMPANY 

oe EV rast 
TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 


f “THE MAN BEHIND THE GUN”... 


No. 246B Rifle Cleaning Brush 
25-50 Cal. 


ogee: 


No. 248 Bristle and Brass Wire 
Shot Gun Cleaning Brush 


Rh eR RT 








| 
No. 141B Brass Rifle Cleaning Rod 
22-50 Cal. 










EUREKA Shot Gun Cleaning 
Red and Implements No. 95 





SINCE 
17/4 


JUNE 4, 


1936 


PARKERSBURG, W. VA. 


Fine Steel— 
Fine Shovels 


The physicals of steel are determined by the 


manufacturing process. The Continuous Rolling 


Mill is recognized as America's great contribu 


tion to steel making. The swing is toward the 


Continuous Process—one heat—one quality. 


ABW is the first to use this steel rolled by a 


special and patented process—the only manu 


facturer of shovels today using this superior steel 


for shovel blades. 


Here is but one reason why more ABW shovels 


are sold than ny other make. 


ASK YOUR JOBBER 


AMES BALDWIN WYOMING CoO. 


NORTH EASTON, MASS 
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YOU, 100, 
CAN DEPEND ON 


PE-KO 


Millions of women are coming to demand 
“U. S.” Royal Pe-Ko Edge Jar Rubbers. PE 
and KO, the popular little imps featured in 
national advertising, carry the story of 
Pe-Ko rings straight home to them—in over 
3600 newspapers as well as in their favorite 
magazines. They buy them...and like them 
..-and tell their friends about them. Sales 
keep growing, and dealers’ profits keep 
increasing. 

Pe-Ko jar rubbers carry the famous 
“U. S.” Sex!, Trade Mark of the World’s 
Largest Producer of Rubber. They are made 
of specially compounded, live red rubber 
that seals flavor in tight. And they have two 
big lips that make them easy to apply, easy 
to remove. You'll be glad to sell them to 
your best customers. 

“U. S.” Royal Pe-Ko Edge Jar Rubbers 
make small space pay big profit. If your job- 
ber cannot supply you, give us his name and 
address and we will see that your require- 


ments are promptly taken care of. 





United States Rubber Products, Inc. 
1790 Broadway, New York, N, Y. 

















On Page 72 is a list of your best 
paint prospects, with suggested 
sources, for making up lists to 
be used in your direct mail cam- 
paign. Send not only circular 
letters but whatever booklets or 
leaflets your manufacturer offers 
for the purpose. 

Most valuable of all informa- 
tion obtainable for a paint list 
is that gained from a canvass of 
the surrounding area. Assign defi- 
nite sections to your employees 
and others— members of your 
family can help in collecting 
names. Keep a notebook at hand 
yourself to list factories, homes, 
barns and other buildings need- 
ing paint. 

Different types of circular let- 
ters should be sent to meet the 
different interests of these several 
groups. Suggested letters follow 
this article. You will find, too, 
that in many instances your man- 
ufacturer will be glad to compile 
letters for you. In some cases 
the manufacturer will even sup- 
ply you with whatever number 
of multigraphed letters you need, 
provided you have a ready mail- 
ing list. 

It is a good idea where there 
is an obvious need of paint to 
obtain permission from the pros- 
pect to offer repainting sugges- 
tions, and to estimate the cost 
of the job. In these instances, 
and, in fact, in all of your mes- 
sages, bring up the subject of the 
government financing plan. 

And, by all means, have the 


man in charge of the paint de- 
partment see the larger prospects 
personally. 

Stress, too, wherever you can, 
the economy of surface protec- 
tion, which is a more convincing 
sales point in these days of lim- 
ited expenditures than ever be- 
fore. Because the subject is old 
to you, don’t forget that the aver- 
age person has never even heard 
of the protective powers of paint. 

Therefore, when you make a 
paint sale, make the most of it. 
Display prominently and always 
suggest brushes, scrapers, etc., to 
any paint buyers; buckets, lad- 
ders and other equipment to the 
painter. In other words, don’t 
sell just paint. Sell the complete 
paint job. 

(Sample circular letters pages 24 and 
25: 

. To Painters 

. To Householders 

Home Owners 

. To Boat Owners 

. To Institutions, Factories, etc. 
. To Farmers.) 

Finally, even though you super- 
vise the campaign yourself, put 
some one of your employees in 
definite charge of the direct mail 
work, making him responsible for 
the accuracy of the lists, the ad- 
dition and new names, and the 
mailing of circular letters at 
stated intervals. This will not 
only give you the benefit of his 
ideas added to your own, but by 
giving the employee this definite 
responsibility, you will. get bet- 
ter cooperation and more enthusi- 
astic work from him. 
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| Coming 


Louisiana Retail Hardware and Im- 
plement Association, Annual Conven- 
tion and Exhibition at New Orleans, La., 
June 22, 23 and 24, 1936. A. H. Aucoin, 
executive secretary, 336 South Rampart 
St., New Orleans. 


National Retail Hardware Associa- 
tion Thirty-seventh Annual Congress, 
Hotel Chalfonte-Haddon Hall, Atlantic 
City, N. J., July 20 to 23 inclusive, 
1936. H. P. Sheets, managing director, 
130 East Washington Bldg., Indianapo- 
lis, Ind. 


New York Housefurnishing Show, 
sponsored by the New York Housewares 
Manufacturers Assn., Hotel Pennsyl- 
vania, New York City, July 19 to 25, 
inclusive, 1936. Mrs. Flo English, sec- 
retary, Room 1108, Hotel Pennsylvania, 
New York City. 


Events 


Mississippi Retail Hardware Associa- 
tion Annual Convention, Edgewater 
Gulf Hotel, Biloxi, Miss., June 15 to 17 
inclusive, 1936. John F. Jennings, sec- 
retary, 307 Standard Life Bldg., Jack- 
son, Miss. 

Texas Wholesale Hardware Associa- 
tion 41st Annual Convention, Galves- 
ton, Texas, June 19 and 20, 1936. On 
the first day of the convention the asso- 
ciation will hold a joint meeting with 
the Texas Hardware Boosters. Earl P. 
Singleton, secretary-treasurer, Texas 
Wholesale Hardware Association, P. O. 
Box 588, Fort Worth, Texas. 

The Hardware Association of the 
Carolinas Annual Convention, Charles- 
ton, S. C., June 9 to 11 inclusive, 1936. 
Headquarters and sessions: Francis 
Marion Hotel. Arthur R. Craig, secre- 
tary, 803 Commercial Bank Bldg., Char- 
lotte, N. C. 
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COME ABOARD, MR. DEALER! 


And let’s talk over this rope question. 
Take this hawser, for instance. Must 
be tough, waterproof and flexible. May- 
be you’re not interested in marine rope 
but the above are ‘qualities which 
should be present in any good rope. 
You'll find them to a marked degree in 
Blue Heart. 


Soak a piece in a tub of water along 
with several other well-known makes. 
See which floats the longest and retains 
its flexibility, even when wet. Strength 
and uniformity are guaranteed by the 
identifying blue thread which runs 
through all Blue Heart rope. Sell it and 
know that you are supplying the great- 
est possible factor of safety and de- 
pendability. 

We can also supply good, serviceable 
rope to meet price competition, but, for 
the repeat business which comes from 
good will through customer satisfaction, 
feature 


BLUE HEART MANILA ROPE 
AND LUZON BINDER TWINE 


rut GEO. WORTHINGTON 
1829° _,, O.,, 1936° 


"MODERN DISTRIBUTION FOR MODERN NEEDS. 
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Wall Paint! 








muraltone 
| Wee Uteney- Stwing Print in the Orange Chm 


You know that you make money faster and more easily when 
you sell a product which people want to buy. 

You can make extra profits with MURAL-TONE because 
| people know about it. Strong, sensible ads every month in the 
right national magazines and newspapers are spreading the 

good news about MURAL-TONE. 


DEALERS ARE MAKING MONEY 


| Dealers have re-ordered within two weeks after receiving their 
| initial shipments of MURAL-TONE. Why? Because they dis- 

played it .. . talked it up. . . found that customers were very 
much interested and bought. 

It will pay you to stock and feature this casein-lithopone wall 
| paint. MURAL-TONE appeals to large and small prospects... 
| to everyone looking for speed .. . beauty .. . economy .. . and 
durability in decoration. 


| PAINTERS PREFER MURAL-TONE 


| Goes on as easy as buttering hot toast. The perfected blending 
of casein and lithopone is the answer. Comes in concentrated, 
heavy paste form. Thinned with water, a gallon yields one and 
| two-thirds gallons of paint. 

A cinch to use . . . and a cinch to sell at a profit. 


Reasons why MURAL-TONE is selling—and repeating: 


1. Dries in forty minutes. 4. Will not lime-burn. 

2. One coat covers—and 5. 90%lightreflective. 
hides. 6.1 gallon yields 1% 

3. Adheres to unseasoned gallons of paint. 
plaster and cement. 7. Cuts costs 25%. 


THE MURALO COMPANY, INC. « founded 1894 


566 Richmond Terrace, Staten Island, N. Y. 
| BOSTON + CHICAGO + ATLANTA -+- SAN FRANCISCO 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 


Le 


Cig, 


Hardware Stores 


Florence Direct Mail Aid 


This rotogravure folder features the 
new Table Top and Console Oil ranges 
against natural kitchen backgrounds in 
color. The color scheme of the back- 
ground is changed for each type of 
stove shown, in order to give the dif- 
ferently colored stoves their correct 
color setting. Also contained are new 
recipes, prepared by a home economics 
consultant. The folder is of tabloid 
newspaper size but folds down to 
7% x5 in. and is available to dealers, 
imprinted with their names, in limited 
quantities. Florence Stove Co., Gardner, 
Mass. 


Alumaweld Solder and Flux 





Makes possible permanent repairs on 
joints of any metal. It is applied with 
an ordinary soldering iron or blow 
torch at a low temperature, but is said 
to require high temperatures to melt it 
a second time. Alumaweld Solder has 
a tensile strength of 12,000 lbs. and 
the finished joint can be worked or ma- 
chined and takes a polish over which 
chromium or any other plating can be 
applied. Put up in low priced kits, and 
Mechanics Kits and Shop Kits for large 
users. Alumaweld Co. of America, 2440 
South Parkway, Chicago. 





New Eclipse Products 


The Bendix “Red Cap” hose cou- 
pling, according to the maker, fits any 
standard % in. hose coupling; is water- 
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tight; snaps on and snaps off, and 
swivels, thereby eliminating all kinking 
of hose. Suggested retail selling price, 
60c. The Mowerake is quickly attached 
to practically any type of mower. It 
fits on forward cross bar and its strong, 
flexible tines lift the grass so it may 
be cut evenly and efficiently. It is said 
to aid in controlling and eliminating 
crab-grasses, plantain, and other low- 
growing grasses and also to give the 
blades protection against sticks, stones, 
and bones. List price, $1.85. Eclipse 
Machine Co., Elmira, N. Y. 


Wooster Brush Catalog 


No. 85—loose-leaf type—48 pages— 
illustrates and describes line of Shasta 
and Foss-Set brushes, giving complete 
specifications. It also contains general 
information on construction and bristles 
of the brushes, their care, the 3-point 
merchandising plan, which includes the 
Wooster Sampler, table-top display and 
re-fill deals and the variety venders. The 
Wooster Brush Co., Wooster, Ohio. 


Ltn FG 


Window Trims—New Packages 
—New Colors—New Deals— 


Fe Oe 
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Corbin Catalogs 


Catalog on Corbin-Newton Checking 
Pivots of 23 pages illustrates the various 
types and gives specifications, and dia- 
grams. Also general information on 
the checking pivot. Catalog on special 
hardware for metal cabinets presents a 
technically designed line of locks, han- 
dles, and butts for use on metal cabinets 
in institutions and public buildings. 
P. & F. Corbin, New Britain, Conn. 





““No-Floor-Squeak” 


»~ 
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Is a chemical which, when applied 
to cracks between floor boards, is said 
to stop squeaks. It is said not to con- 
tain oil, acid, or water and is harmless 
to wood surfaces, varnish or floor cover- 
ings. Put up 12 tubes to a box with 
counter display. List price, 35c. each; 
dealer cost, $2.80 per doz. Craft Utili- 
ties Co., 1709-13 W. Austin Ave., Chi- 
cago. 
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A“NATURAL’ 


for Hardware Stores 






















No Installation Costs. 
Patterns are fresh and colorful. Easy 
to sell .. . Sizes fron. 4.6x9 to 9x15 
. . - All you need is a representative 
selection of patterns and a small dis- 
play space. 

Rugs come packaged 
in cardboard tubes. When 
you make a sale, you ship rug to cus- 
tomer from Distributor’s warehouse 
or your own storeroom — just as it 
comes to you from our mill. 

Two types of rugs are 
available. Linoflor Rugs—“Gen- 
uine Inlaid,” marbleized pattern rugs 
with custom-type borders; Felt-Base 
Rugs—High quality, low-priced. Send 
for color cards, prices and name of 
nearest Distributor. W. & J. Sloane, 
Selling Agents Division, 295 Fifth 
Ave., New York, N. Y. 
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Trail Blazer 


The NEATPAK BOX pioneered better sand- 
paper packing for the Hardware Trade. It 
rescued sandpaper from wasteful methods 
of storage in the past and brought it out 
front on the shelves—in a good looking 
dress that stimulated sales. 

You'll be gratified at the EXTRA SALES a 
display of NEATPAK BOXES will make. They 
are a reminder to the customer who comes 
in for other items that sandpaper, too, is a 
very necessary tool in the household and 
the shop. 

In addition to Sales Promotion value the 
NEATPAE BOX gives you— 


CLEAN FLAT SHEETS 


EACH GRIT IN ITS OWN 
DRAWER 


PLAINLY MARKED 


EASY STOCK KEEPING -NO WASTE,*-NO FUMBLING 


Paste the coupon on a postal and 
mail 


BEHR-MANNING 


(DIVISION OF NORTON COMPANY) 


TROY, N. Y. 





























3-IN-ONE OIL | 


Recommended by 
Capt.R. Stuart Murray 
“Jungle Explorer” 


Hundreds of hunters, who make actual 
tests under the most severe conditions, 
recommend 3-in-One Oil for gun protection. 
3-in-One is more than just an oil—it is a 
scientific blend of three oils that gives triple 
protection — Cleans — Lubricates — Pre- 
vents Rust. Your customers will appreciate 
your recommending 3-in-One Oil. 


Heavier Advertising in 1936 
To Increase Your Sales and Profits 


Thousands of advertisements on 3-in-One 
Oil are reaching the customers in your 
neighborhood week after week through 
Collier's, Saturday Evening Post, McCall's, 
Ladies’ Home Journal, American Magazine, 
American Home, Good Housekeeping, Farm 
Journal, Farmer’s Wife, Country Gentleman, 
Popular Science, Popular Mechanics, Out- 
door Life, Sports Afield, American Weekly, 
Boys’ Life, American Bicyclist and numerous 
others. Your customers will know and want 
3-in-One Oil. Stock all sizes and don’t miss 
a sale. 


FREE DISPLAYS 


Tie in with this big advertising campaign 
—colorful displays for 
window or counter are free 
for the asking. Write The 
A. S. Boyle Company, 
(Inc.), 1934 Dana Ave., 
Cincinnati, Ohio. 
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3-IN-ONE OIL 
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What's New 


(Continued from page 76) 


Vest-Pocket Stapler 





The Paslode Palmgren thousand- 
load tacker is of vest-pocket size and 
has a magazine which carries 1000 
staples in a single load. A light blow 
drives the staple securely into position. 
Maker states unique features of me- 
chanical construction eliminate clog- 
ging. Special attachments available 
for shade and screen tacking. Paslode 
Co., Merchandise Mart, Chicago. 


Display Card 


Gripper Cups 





This attractive display card for Grip- 
per Clips, is included in the dealer’s 
unit which contains three dozen clips, 
12 small and 24 large, with nickel 
plated screws. Dealer’s cost of the 
unit is $2.25. Gibson Good Tools, Inc., 
Orange, Mass. 





Aluminum Pitching Shoe 





Weighs less than one pound. Made 
of Alcoa heat treated aluminum and 
is said to be practically unbreakable 


and therefore suitable for pitching 
against iron stakes. Made in “Cham- 
pion” pattern. Giant Grip Mfg. Co., 
Oshkosh, Wis. 


Black Leaf 40 Display 





Window display—18% x 24 in. Litho- 
graphed in full color, bringing out in 
a life-like manner the attractive garden 
scene in the illustration. Tobacco By- 
Products & Chemical Corp., Inc., Louis- 
ville, Ky. 


Circulating Heaters 





“Samco” DeLuxe—pot type, oil burn- 
ing—in maple enamel front panel; wal- 
nut enamel side panels and top grill; 
black enamel back, top front base, cor- 
ner post, door and door frame. Model 
No. 1408 is 41 in. high; 28 in. wide; 
1844 in. deep; capacity 10 gals.; average 
amount consumed in 24 hours is 4 gals. 
Model No. 1410 is 43 in. high; 30 in. 
wide, 204% in. deep; capacity 10 gals.; 


s average amount consumed in 24 hours 


is 5 gals. Samuel Stamping & Enamel- 


‘ing Co., Chattanooga, Tenn. 


(Continued on page 80) 
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1011/2 S. Los Angeles St., 





Shelby Cycle Co., 110 Mack Ave., Shelby, Ohio 
Western Office and Assembly Plant 
Los Angeles, Cal. 





and GOOD WI LL- 


reward Shelby dealers for their 
_ care in selecting a line of bicycles 
‘that customers are proud to own. 
Dealers report that the one pen- 
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Choose Musselmans—the original patented low pressure single tube 
Doenut tire that has set a new high record in sidewall flexibility, 
coasting speed and distance. The shock-proof tire with the least 
rolling resistance. Size 10” x 2%,” ° 

The Musselman Bicycle Trailer is equipped with these Doenuts, oo 
of hauling 200 Ibs. per wheel, on only 12 to 15 Ibs. ' io 

air. Trailer body is all steel electrically welded. 
Most economical delivery vehicle for retail stores 
of all kinds. A quick seller at a popular price. 
Write for literature and discounts today. 


THE MUSSELMAN PRODUCTS CO. 


6242-F St. Clair Ave. Cleveland, Ohio 





Steel Body 20” x 
24” x 30”. Non- 
tipping swivel hiteh, 
rugged steel! bolster. 
Cadmium plated 
ball bearing dise 
wheels. Low pres- 
sure Musselman 
Doenut Cord Tires. 
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| ius 1836 Euclid Ave., Cleveland, Ohio mua! 


HOSE REELS 
OTHER SUMMER ITEMS 


Here*is a moderate priced line of 
highest quality reels of various 
styles. All fast sellers. Model il- 
lustrated is of rolled channel steel 
frame with steel wheels. Galva- 
nized drum 9 in: diameter, 34 in. 
high, 15 in. wide. Frame green 
enamel. Wheels and cross arms 


red. Capacity, 100 ft. of 34” hose. 


WE MANUFACTURE: 


Post Diggers 
Corn Planters 
Potato Planters 
and Many Other 
Products 





Grass Shears 

Pruning Shears 
Hedge Shears 

Steel Goods 
Screen Hardware 


Your Jobber Can Furnish Full 
Details, Prices 


The C. K. R. Co. 


SUCOESSORS TO 
F.B. KOHLER COMPANY e« CRONK & CARRIER MFG.CO. e J. F. RITTENHOUSE MFG. CO. 


No. 1600 
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Something New 
in Roofing 





STORMPROOF 


father 


STORMPROOF is a new addition to 
Bethlehem’s quality group of roofing 
sheets that positively checks the 
tendency of water to creep back 
through the seams as a result of capil- 
lary attraction and also keeps wind- 
blown rain from being driven through 
the seams to the under surface. It 
locks the weather out completely. 

The special side-lap construction 
of Bethlehem Stormproof Roofing 
creates an air-chamber on each side 
of the seam that interrupts the ad- 
vance of water into the lap. These 
air-chambers also act as drains which 
carry off the accumulated moisture. 


Stormproof construction alsoelimi- 
nates the use of wood-stripping at 
the crimp for support and at the 
same time provides great rigidity. It 
will notrattle or leak in even the sever- 
est squalls. Stormproof is roofing 
that will build up business on a solid 
foundation of satisfied customers. 

Stormproof Roofing is supplied 
in gauges 26, 28 and 29. The base 
metal is either of simple open-hearth 
or Beth-Cu-Loy copper-bearing 
composition 


Bethlehem Steel 
Company 


General Offices: Bethlehem, Pa. 








Whats New 


(Continued from page 78) 


Air Conditioning 

Catalog No. 36AC on Independent 
air conditioning registers and grilles, 
with price lists—35 pages—available 
from The Independent Register Co., 
3747 E. 93rd St., Cleveland, Ohio. 





Westinghouse Ranges 


Booklet presents Westinghouse 
Golden Jubilee ranges. Each feature 
of these new ranges is illustrated and 
fully described. Ranges shown include 
the Regent, Viceroy, Dictator, Chal- 
lenger, Ambassador, Crusader, Car- 
dinal and Coronet. Westinghouse Elec- 
tric & Mfg. Co., Mansfield, Ohio. 





“Fix-Kit” Display 





This point-of-purchase jumble type 
display piece, 21 in. high, 8 in. base 
circumference, in red, yellow, and 
black, holds three dozen special adhe- 
sives. Russia Cement Co., Gloucester, 
Mass. 





Coleman Lanterns 





Nos. 235, (shown) double-mantle, 
and 234, single-mantle, are said to 
burn 96 per cent air and only 4 per 


cent fuel. Both have green porcelain 
enamel ventilator tops and green 
lacquer founts. No. 235 has a Pyrex 
Brand clear-glass globe and is said to 
be rain, storm and insect proof; holds 
2 pints of fuel and produces 300 
candlepower of light; No. 234, 175 
candlepower. Also single-mantle gaso- 
line lantern, No. 243, 11% in. high 
with blue enameled fuel font and blue 
porcelain enameled canopy top. It is 
said to light instantly. Suggested retail 
selling price of No. 243, $4.45. The 
Coleman Lamp and Stove Co., Wichita, 
Kan. 


Napanee Steel Tops 





The Nappanee line of kitchen furni- 
ture has been redesigned for the intro- 
duction of stainless steel tops of the 
18-8 quality. They have been styled 
to use a heavy gauge sheet, which is 
said to resist denting and buckling. 
The maker states that the surface will 
retain its original lustre without 
scrubbing or scouring and is impervi- 
ous to foods and acids. Several models 
of tables and bases having stainless 
steel tops are styled with chrome steel 
tubular legs. Illustrated catalog avail- 
able. Coppes Brothers & Zook, Inc., 
Nappanee, Ind. 


Safety Hair Cutter 








the botsoin of the holder. | MADE IN 
blade AMERICA 
“Safety Hair Cumer” attachment 





















Screw_down the handle. 


Pat. Feno, 








chromium plated 








For trimming hair. The cutter may 
be attached to any double-edge safety 
razor and only requires a sharp razor 
blade. Maker states it leaves no steps 
or grooves but trims in a steady even 
stroke. Allen Safety Hair Cutter Co., 
2037 73 St., Brooklyn, New York. 


(Continued on page 82 ) 
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Every Time You Sell 
AMMUNITION— 
SELL 


HOPPE’S No.9 


XPERIENCED shooters 
know that no matter what 
improvements their cartridges 
or shot shells have—the only 
clean bore is one you have 
cleaned. And they all know 
famous Hoppe’s No. 9 as the 
original, reliable and most 
efficient cleaning solvent for 
gun bores. Sell every shooter a bottle of No. 9. With 

it sell— 

HOPPE’S Cleaning PATCHES 


Clean size-cut canton flannel in sealed dust-proof cartons. Packe1 
in five round sizes, also 1% in. squares and 1x7 in. oblongs for 
shotguns. Order by sizes. And sell pure, penetrating— 


HOPPE’S Lubricating OIL 
for gun actions. Specially refined. High viscosity. Won’t gum. 
Perfect for fishing reels, bicycles, children’s vehicles, ete. Cleans 
and polishes. To grease guns for storage, sell— 


HOPPE’S Gun GREASE 
Display these sellers now! Shoot- 
ing Holidays are here — shooters 
need them. Order through your 
regular jobber. And write us for 
copies of Hoppe’s Gun Cleaning 
CGuide—FREE for your customers. 


FRANK A. HOPPE, Inc. 
2314A North 8th St. 
Philadelphia, Pa. 


NEW YORK: 
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HOLTITE 
STOVE BOLTS 


"Stock the complete Holtite line 


NUTS - SCREWS = RODS | 
BOLTS » WASHERS - RIVETS | 
\ “THREAD-FORMING" SCREWS 
\ for fastening sheet metal =, 
XN Sold through 
‘ Hardware 


~~ Jobbers 








CONTINENTAL SCREW Co. 


OF fires &: Factory 
so THERN BRANCH WESTERN BRANCH 


NEW 3) 4B) @). 48) 6529 Russe Street 


Massachusetts 


142! Fort Street 


Chattanooga, Tenn Detroit, Michigan 


Be a ‘RICH’ Man 


. and enjoy the satisfaction that comes 
from knowing you are offering your custom- 
ers the Safest LADDERS money can buy. 
For Rich makes Safety the 
paramount issue. This de- 
cided advantage, together 
with the many other ad- 
vanced features found only 
in RICH LADDERS un- 
questionably will help your 
Ladder Sales and Profits 
climb to higher levels. 
Remember — there are 
RICH STEP LADDERS 
and RICH EXTENSION 
LADDERS for every pur- 
pose. Also Ironing Tables, 
Washboards and other fast- 
selling Woodenware Spe- 
cialties. Complete catalog 
mailed on request — write 
for your copy NOW! 


The Rich Pump & Ladder Co. 


1028 Depot St. Cincinnati, Ohio 


The RICOH Steel Truss Rung Ladder ( = 
and 




















at the 5 the b 
the center of each poe of the ladder firmly 
provide j~ 
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Remind Your Trade That | 


There Is 


Big Money 
im Little Jobs 
& 


Don’t Overlook 
Calking With... 





Making door and window frames, also | 


wood, metal and masonry joints perma- 
nently weather-tight is good business. 
There are tless residences, stores, 
small factories, etc., everywhere that 
need calking. And no material is so 
dependable, so satisfactory as Pecora 
Calking Compound. Properly applied, 
it will never dry out, crack or chip. Go 
after this calking business. There’s a 
very attractive profit in it. 


Show This Gun 


To Your Customers 





HIGH PRESSURE 


CARTRIOGE 


CALKING GUN 





This New Type, High-Pressure Cartridge | 


Calking Gun (patent applied for) is a great 
time and material saver. Specially de- 
signed for Pecora Calking Compound, 
packed in Non-Refillable Cartridges of 
approximately One-Quart capacity. 


» Write for Bulletin and Prices 7 


Pecora Paint Company, Ine. 


Lawrence & Venango Sts., Phila., Pa. 
Established 1862 by Smith Bowen 


Also Makers of 
SASH PUTTIES SUCTION MASTIC 
MORTAR STAINS for Structural Glass 
ASBESTOS FURNACE CEMENT 
COLORLESS DAMPPROOFING 
PECORA PERFECT PATCHING PLASTER 
WEATHERTITE LIQUID ROOF COATING 




















Whats New 


(Continued from page 80) 


Nut Meat Grinder 





Handy Ann—compact and all metal 
—no screwing on and off of glass jar. 
Grinds nuts to right size for cakes, 
candies, desserts, etc., and by putting 
them through a second time, they may 
be ground directly over cakes, etc. 
Made in green and ivory color combina- 
tions. Suggested retail selling price, 
25c. Patent Novelty Co., 385 Eighth 
Ave., Fulton, Il. 


No. 46 Buffer 





“Wizard” Junior Line—regular 
equipment consists of bronze bearing 
machine with % in. shaft extending 
25 in. beyond bearing on one end 
and 35 in. on the other. Both ends 
of shaft threaded % in.—24 pitch; four 
thread collars for holding grinding 
wheels or buffs; oil cups, and wick 
oilers. A % in. capacity 3-jaw chuck 
may be purchased as an extra. Overall 
height of buffer, approximately, 814 in., 
width overall, 4%4 in., length overall, 
10% in. Herberts Machinery Co., Ltd., 
Los Angeles, Cal. 





Lufkin Tape-Rule 


tengpana tba yeh 


Se aCe ae a 





“Mezurall”— 6 ft—for common and 
inside measuring. Nickel plated blade, 
% in. wide. Its end hook has short 
sliding action, self-adjusting, to give 
accurate results when hooked over .ob- 
ject or projected against a surfa¢e. No. 


926, marked both edges of one side; 
No. 926, both edges of both sides. 
Nickel plated case weighs three ounces 
and has three flat edges so as to stand 
unsupported in three measuring posi- 
tions. The Lufkin Rule Co., Saginaw, 
Mich. 


Home Workshop Saws 


DISSTON 


HOME WORKSHOP SAW 





The new Disston DeLuxe Home 
Workshop Saws are made in 6, 7, 8, 
and 10 in. sizes in cross-cut, rip, com- 
bination (flat ground) and combination 
(hollow ground) patterns. Each saw 
except the 10 in. size is mounted on 
an attractive easel display card. All 
saws packed individually in corrugat- 
ed containers. As an example of the 
margin provided for dealers, a 6 in. 
D-40 cross-cut saw costs the retailer 
$1.60 each while the suggested retail 
selling price is $2.40 each. Henry 
Disston & Sons, Inc., Philadelphia, Pa. 





Pearl Screen Wire Display 


SCREEN. 
NOW |“ 
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PEARL 


SCREEN WIRE CLOTH 





This year’s Pearl Screen Wire Cloth 
Window display is illustrated above. It 
shows rolls of the screen wire cloth at 
either end and the oval section on the 
left gives five sales features. The cen- 
ter panel shows a home being fitted 
with window screens. The Gilbert & 
Bennett Mfg. Co., Blue Island, Til. 
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Sales made quicker 


from this New 


CORBIN) paDtock 


DISPLAY BOARD 


Colorful—attractive—effectively dis- 
playing five popular priced CORBIN 
PADLOCKS. ‘ 

Place this new display board in a 
conspicuous place in your store and 


it will repay you many times in ready, 
profitable sales. 


ORDER YOURS TODAY! 


Size of Display Board 18” High, 
4l/,” Wide, 3” Thick. 


Lacquered Bright Orange with Black 


Border. No. 5029 Asst. 


CORBIN CABINET LOCK COMPANY 


The American Hardware Corporation Successor 


NEW BRITAIN, CONN.., U.S.A. 




















SAFETY 


oe FLARE-LITE 


FLARE 


Most practical, most 
sensational flashlight 
development in years! 


People have asked for it—demanded 
.  USALITE 
offers it to you NOW! A flashligh 





at 
is helping to save thousands of lives-— 
te avert th ds o ities every- 
where . . . the USALITE “RED- 
HEAD.” 
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PENDING 








Practical—smartly designed—revoluti y in principle. its 
powerful white beam lights up the dark spots. its “RED” 
widespread lantern flare — you. Its new all-position 
bracket hanger enables ligh 

angle leaving hands free. The eventual flashlight for every- 
one—everywhere! Popularly priced—retails for $1.25 com- 
plete with 2 LOK-TOP extra duty batteries. Striking 
window streamers and colorful merchandising displays sup- 
plied FREE with each order of 6 USALITE “RED-HEADS 
and 48 LOK-TOP cells. 


The last word in all-purpose flashlights 
... in Flashlight profits 
Order Promptly - Feature Prominently + Profit Immediately 


UNITED STATES ELECTRIC MFG. CORP. 
222-228 West 14th Street, New York 






































im a Soe — — Chicago Branch: 323 West Polk Street 
8, 
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: Dymo aa Anais | ne. KEYLESS 
: 4 | a beautiful artlarm— 
1 OT OAV a te ee ei ee | showing it, sells it .. . 
t- Pulling the cord winds both time 
1e ’ : cou ie Sears ane. Geivaycliowr, 
n. Don t Close Your Sprinkler Sependiable saovemnent; very quiet 
oT a orgs 9 tick. Top shut-off. Square, chro- 
i Line °Til You’ve Seen Premax ag he Fe 
ry p , . : with silver finish or round with : 
: Write today for bulletins, inserts, prices and dis- bronze finish. Size, 4%” square. PULL CORD 
i plays that will help you sell the only LIFETIME Retail, $2.95. ( ‘ TO WIND 
GUARANTEED sprinkler that is on the market 
today. It’s a beauty—and has that eye appeal SLUMBER Ww 
that means profits. STOPPER A ro 
PREMAX gives a written guarantee that ed of three fetch. \\ \ \) 
this is one sprinkler that just won’t wear —. one Schemes | y 
out. It meets all needs—and that means dete, Suntead Gat be 
ready sales everywhere. 30-hour alarm movement. Top shut-off. 
Height, 4%”; width, 4”. A value far in 
Get Bulletin HS-36 and prices. excess of its price of $1.25 retail. 
Your Jobber can supply you. 
LURAY 
ELECTRIC KITCHEN CLOCK 
— = am. os! or ao — 
: on all-m b - 
FLOATING plated enum. flush back, bowed eryotal. 
HE A D Attractive ivory dial, modernistic 
hands. Diameter of 
case, 6%”; depth 
of case, 1%”. Re- 
tail, $3.00. (Also 
h available spring 
wound.) 
It (All prices slightly higher on Pac. Coast) 
at THE NEW HAVEN CLOCK CO. 
o NEW HAVEN, CONN. 
n- 
A * 
: ( we AT YOUR 
: PREMAX SALES DIVISION, Chisholm-Ryder Co, lnc, Niagara Fall, NY JOBBER'S 
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is all it takes to point out the 
“Date-line’’ on an “Eveready” 
Battery when you sell it. Only 
one second... 


BUT IT MAKES YOUR STORE A BETTER STORE 


for it instills confidence in your 
customers. It shows them that 
you sell the dest... that in 
your store they get full value for 
money spent. 


“EVEREADY” |: 
BATTERIES |; 
are FRESH |} 
BATTERIES 








EXTRA, 
LONG LIF 
BATTERY 
~ | wariomat canseee 














Manual Training Knife 


Sloyd Knife 


Stencil and Wood Block Knife 


Cardboard Kaife 


The first sale of R. MURPHY’S WORK 
KNIVES lays the foundation for RE- 
PEAT business. That’s why they are 
so highly profitable. R. MURPHY 
Knives are of the finest quality—cut 
keenly—hold their edge—stand hard 
use—have perfect handle grips. 
Write for Prices and Catalog of the 
complete line. 


Robert Murphy’s Sons Co. 
Ayers, Mass. Est. 1850 





Specializes In 
Lighting Fixtures 
(Continued from page 52) 


tion. Similar boards are ar- 
ranged on the wall for the dis- 
play of wall brackets. With these 
vast displays of “hot” fixtures, 
prospective customers are much 
quicker in deciding which type of 
fixture they prefer. Also, there 
results fewer last minute changes 
in selection, or later dissatisfac- 
tion; because, after all, a fixture 
in place and lighted looks en- 
tirely different than one in a box, 
or in a picture. 

With the comparative suspen- 
sion of new building, Mr. Mon- 
crieff has relied on the modern- 
ization of homes and _ business 
establishments for most of his fix- 
ture sales during recent years. 
And for this type of business an 
elaborate display is essential to 
maintain a successful sales vol- 
ume. By periodically installing 
new types of fixtures, customer 
interest is aroused and sales are 
closed that otherwise might never 
occur. So great has Mr. Mon- 
crieff built up his reputation with 
electrical fixtures that both the 
neighborhood contractors and 
residents rely on him almost en- 
tirely for their selections. 

The prices of Moncrieff’s fix- 
tures vary from $2 to $30. With- 
in this popular range he can 
supply most any type desired, 
and generally at a price that will 
suit any pocketbook. The ceiling 
at the back of his store may look 
like a holocaust of glass, chro- 
mium and brass, but the inter- 
ested spectators so often seen 
there seldom leave without find- 
ing a fixture that just suits their 
taste. 


Chicago Grinding Wheels 


Is the title of a pocket-size catalog 
which gives price lists and information 
on: vitrified and silicate bonded straight 
wheels; cylinder wheels; cup and flar- 
ing cup wheels; special wheels; Bake- 
lite bonded straight wheels; and 
wheels of special shapes. It describes 
the Hand-ee and Hi-Power Grinders. 
Also contains table of speeds based 
upon diameter of wheels in inches. 
Chicago Wheel & Manufacturing Co., 
1101 W. Monroe St., Chicago. 


Sell the Famous Everedy 
BOTTLE CAPPERS 













World’s best known 
capper. Seven mod- 
els. Quick ship- 
ment. “Right” 
prices, 

Prepare for spring 
and summer profits. 
Writefor illustrated 
folder... TODAY! 

























PRESERVING 
EQUIPMENT 


Strainer Sets 
Sugar Meters 
Syphon Filters 
Bottle Openers 
No. 350 Jelly 


Strainer Cap Master 
60e Retail 15e Retail 


Sold by leading Jobbers. 
WRITE US DIRECT FOR FOLDER 
++. NOW! 





EVEREDY CO. [<4 


e 


The big steel balls 


make them sturdier... 


D. P. HARRIS HDW. & MFG. CO., INC 
D. P. HARRIS BLOG., NEW YORK, N.Y 





HARDWARE AGE 
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FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. ‘For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 












AGE 


JREPLACEMENT 


LOCKS 


This replacement cylinder used: in build- 
er’s Hardware, is easily interchangeable 
with units commonly found in door locks. 
Its unique 7 pin tumbler mechanism, 
actuated by a tubular key, affords a high 
degree of protection. 75,000 different 
key changes. Many other exclusive fea- 
tures. Made in different styles for every 
purpose. Write for details and illustrated 
circulars today. 


Cicaco LOCK Co. 


Oldest in the Central States 











No. 4063 
Actual Size 







Notice 
Round 
Keyhole 


Leck and Key 
fully patented 











Chicago, Illinois 


2024 North Racine Avenue 





ROLL-N-OIL 
Bi at 910290 


ILLUSTRATED 
Other Deep Well Pumps 


from $80 00 
Other Complete i: 


from $9 988 LIST 


You have never 
heard as quiet a 
Deep Well Pump as 
Uniflow’s. You have 

Bl Roll-N-Oil never seen a more 
positive nor more simple lubricating 
system, with gears running in oil, than 
that in Uniflow’s Roll-N-Oil Deep Well 
Pump. You have never serviced a more 
accessible Deep Well Pump than Uni- 
flow’s. All of which makes Uniflow’s 
“Deep Wells” an outstanding value from 
$80.00 List and up. Write today for proof 
of these strong statements and for our 
liberal discounts to you, Mr. Plumber. 








Only Uniflow “Deep Wells” use | 
the more costly left and ri 
Spiral Cut Double Pov Me 
teeth always in mesh—with slid- 
ing tooth action. They balance 
the load, absorb thrust and 
eliminate that loud gear noise 
common with cheaper spur 
gears. Permanent quietness is 
assured thru adjustable eccen- 
tric Bronze Main Bearings. 
Write today for complete story. 














CS Oh Aas OO 
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Wright netting, known everywhere by the familiar 
Rooster trademark, is admittedly the quality prod- 
uct of the industry. It is evenly and uniformly 
woven with straight selvage and heavily galvanized. 
Copper bearing steel exclusively. Take advantage 
of this quality product at no increase in price. 


G. F.Wricut STEEL & WimeCo. 


WORCESTER, MASS., U. S. A. 
New York Atlanta Chicago Los Angeles 
WIRE NETTING WIRE CLOTH WIRE LATH 
CHAIN LINK FENCE WIRE CLOTHESLINES 











EVANSVILLE 
ALLOY-STEEL 
HAMMER 





ASK YOUR JOBBER 
Evansville Tools are not sold to 
he Mail Order Houses. 

THE EVANSVILLE TOOL WORKS, INC. 
Evansville, Ind. 











A QLUNTEER 





Smothers FIRE Instantly! 
Costs Only $252 





83 IGGEST value ever 


offered in a high grade, 
REFILLABLE Fire extin- 
guisher. Carbontetra- 
chloride type. Non-in- 
jurious to fabrics — NO 
ACID. Projects fluid 20 
feet. Puts out any kind 
of fire at its inception, 
including oil and gaso- 
line—also safe for elec- 
trical fires. Holds 1 Pint, 
11 inches over all, 2-inch 
barrel — smaller than 
Underwriters’ standard. 


R. E. DIETZ 
COMPANY 


NEW YORK 
Makers of Lanterns for the World 
Founded 1840 
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Ad Layouts 


(Continued from page 29) 


solid text matter present a for- 
midable appearance to the eye, 
and the reader, unless enticed into 
it, will skip such advertising ap- 
peals. But there is no reason for 
such a presentation. Headings, 
and more especially subheadings, 
are designed for the express pur- 
pose of breaking up what would 
otherwise be an unwieldy mass of 
type matter. By the use of clever 
subheadings, attractively worded, 
appeals can be made to the entire 
gamut of human emotions—covet- 
ousness, desire, egotism, penury, 
greed, pride, esteem, honor, love, 
ambition, and so on—and the 
reader can be led step-by-step 
through the entire advertisement 
—that same reader who would in- 
stantly balk if the text were 
printed in a solid block. 

One of the first uses of illustra- 
tions was to overcome the not un- 
natural desire to avoid what ap- 
pears to the eye as uninteresting; a 
use of pictures which is hardly jus- 
tifiable today in view of the fact 
that the entire layout, together 
with the individual headings and 
subheadings, is designed for the 
same purpose. Illustrations should 
actually illustrate, leaving atten- 
tion-getting to the layout as a 
whole. 

Furthermore, assuming that 
headings and subheadings have 
been judiciously employed, it is 
untrue that readers will avoid 
large amounts of copy—providing 
that that copy is’ interesting, 
informative, and enticing. Women 
—and the bulk of the nation’s 
buying is done by women or con- 
trolled or influenced by women— 
will literally wade through oceans 
of text matter so long as they are 
interested in the merchandise ad- 
vertised and so long as the copy 
furnishes them with information 
they desire. Much the same thing 
is true of men, except that details 
which are important to women 
need be covered but briefly when 
appealing exclusively to men. 

In preparing advertising copy, 
the advertiser should not be afraid 
to take as much space as is re- 
quired to bring out the selling 
points of the merchandise or ser- 
vice in an enticing and thorough 











Glass Cutter Easel Display 


eye-compel| display that will 
Se Deail Che pay aw Fly A 
Takes glass cutters out of closed boxes to 


The display holds one dozen Red Devil Giass 
Cutters, and =o available Ls Nos. 024, 023 
or 48. When qrdatten, 908 letter (D) to 
the cutter number—024D, 9250.4 48D. 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 

















As Nearly Rust-Proof 





As Possible to Make It— 


This Hardware 
Cloth lives up to 
its name—it with- 
stands hard wear. 
That is because 





8 x 8 mesh 


WICKWIRE BROTHERS 
GALVANIZED 


HARDWARE CLOTH 


is made from 
Open Hearth Copper-Bearing Steel 


the most effective ruet-resisting waterial 
known for the purpose. And it’s heavily 
Galvanized, which gives it added protec- 
tion and a finish that commands respect. 
Even inch widths 12 to 48 ins. Standard 
and special grades. 


Ask your Jobber for Prices 


STEEL PRODUCTS 
onareaes. GAS now used in our fur- 
juces very low sul _ steel which. 
together with . a copper alloy, reduces cor- 


a>; CORTLAND NEW YORK USA ,, 





HARDWARE AGE 
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Gottschalk’s (woraie wie 09) 
BRONZE 









uf L NOTHING LiKe THE’ 


Nepean Of we = a THE AUSTRALIAN PLATYPUS 
aa LOOKS LIKE AN OTTER WITH 
A DUCKS BILL. LAYS EGGS 
LIKE A REPTILE, YET SUCK— 
LES ITS YOUNG LIKE A 
MAMMAL 
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OIL EITHER 


/TS THE ONE OIL 

MADE SPECIALLY FOR 
ELECTRIC REFRIGERATOR 
AND WASHING MACHINE 
MOTORS. OPENS PROFIT- 
ABLE NEW MARKET. Now 
ADVERTISED IN COLLIERS— 
YOU SHOULD HAVE IT 

ON YOUR SHELVES 


i ae a ml aaa eet wa acto ence | GULF ELECTRIC-MOTOR OIL 


to a ot oe families each month. “Order your jobber or write direct 
- Write Gulf Petroleum Specialties, Gulf Build- 

















for sample and price lis 





























METAL SPONGE SALES CORP., Philadelphia ing, Pittsburgh, Pa., for further information. 

— 7 TT el 
f ' | | \ Good Housekeeping F ° k E 

nad | Vie" | | \ A Nee, * institute or Quick, Easy 

a % — i= — USEKEEPInc MA oe, 









CANNING 


The Foley Food Mill makes a 
bushel of tomatoes into juice 
in 20 minutes—a bushel of 
apples into sauce or butter in 
30 minutes. Wonderful for pre- 
paring jellies, jams and pre- 
serves. It appeals to every 
woman who cooks or eans. 














RS 
1Ye Qt. 4 ° 
T i Feize, E to use— 
Sells at 45 rg Perle 
$1.25 is) deci Se feree food 
through perforated 
teel < bottom. Easy to clean. 
Lasts many years. 
terial " 
eavily Fills a Daily Need 
oe. in Every Kitchen 
aderd Mashes or strains potatoes, carrots, squash, 


spinach, etc. Fine for preparing purees 
and cream soups, foods for infants and 
invalids. 


Nationally Advertised 


to over nine million readers of 
Pnschosoing, Woman’: Home Companion, 
Household, Farmer’s Wife, Better Homes 
and Gardens. 


ORDER FROM YOUR JOBBER 
or write Direct to Us 


FOLEY MANUFACTURING CO. 


} Main St., N.E., Minneapolis, Minn. 
JOBBERS: Write for attractive proposition. 
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SHERMAN 


**Stay flat”? Spray Head 










Fig. 72 (Patented) 
Connects with 
hose in series. 


Cannot Tip Over 


Connects with hose in series and pro- 
vides a flexible and portable lawn 
sprinkling system at low cost. Re- 
quires no adjusting. Patented swivel 
construction positively prevents tip- 
ping over from writhing hose. Body 
is heavy wrought brass with die cut 
threads, mounted on lacquered steel 
base. Creates extra sales of hose and 
fittings. Cartons of 4 with 2 end caps. 


Write for literature and samples 
Sold through Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek Mich. 








PREPAREjo?SUMMER 





e 
of 





manner. If necessary, the text 
may be broken up by subheadings 
—hbetter that than skimp on the 
selling message, leave the reader 
unsatisfied and in doubt. The lay- 
out may be relied upon to get the 
reader’s attention, but the actual 
selling is done by the text. 

If the advertised product or ser- 
vice can be thoroughly covered in 
a few words, well and good. If 
not, the advertiser should not 
hesitate to deliver the entire mes- 
sage, as enticingly as possible. On 
the other hand, neither should he 
be unduly wordy. He should use 
as many words as are actually 
necessary to completely present 
the entire message attractively— 
and then stop. 


Placing the Illustrations 


The rules previously given for 
the placing of the headings and 
the subheadings apply with pre- 
cisely the same force to illustra- 
tions. In other words, either il- 
lustrations or text matter may be 


| placed at any part of the adver- 


tisement designated by the point 
or inverted base of a triangle, the 
top of a circle or rectangle, or a 
cross line. The option lies with 
the advertiser. In the case of some 
layouts, the design automatically 
indicates places for illustrations 


| because of the white space remain- 
| ing. In others, the advertiser de- 


siring to insert genuine illustra- 
tions—not merely pictures for the 





EASIER TO SELL! 


The many superior features— 
of design, construction and 
equipment — which make the 
Columbia a better buy for your 
customer, are the features which 
make Columbias easier for you 
to sell. 

Write today for facts about the 
valuable Columbia franchise. 


BICYCLES 


THE WESTFIELD MFG. CO. 
Westfield, Mass. 












use on 

ses 
farms has 
shows ® 
marked In- 





sake of a picture—in his advertise- 
ments, may substitute an illustra- 


























create during tion for a block of text matter. 
d Figure 9 will demonstrate thi 
{ere tees very clearly The enna i | Howto increase sales 
mand trom hand circle of Figure 9 contains and profits. —_ - Feng = 
trade for 8 no text, although the rule specifi- | tells the story of FIRELINE—a remark- 
cally requires a heading here. It | able Giceovery that hes chosleted the _ —_ 
was deliberately left blank for the | 'YP¢ Stove limings, that is taking over © 7 
. ‘ : F markets and has created new and larger N 
EW - OSHKOSH insertion of an illustration. The | ones—a new, moist, plastic (putty-like) re- Re 
THEN DASESHOE bottom of the upper left hand cir- 7 —— = is Fame Ke ecg «4 De 
° s ace Droken nrebDox I 
FINISHED H cle would be optional were it not re ceplacements. Mail Ps coupen SP sai 





Oshkosh shoes are steel—in the most practical sizes 


and weights for farm horses—can be worked hot or 
cold—reset and welded like any other steel shoe— 
and are completely finished, and ready to put on. 
Made In sizes 2 to 7, inclusive. Sold through jobbers 


ly. 
ont your jobber cannot supply you, send us his name 
and we will quote prices. 
GIANT GRIP MFG. CO. 
OSHKOSH, WISCONSIN 


The oldest manufacturer of Steel Drive Calk Shoes, 
Steel Drive Calks and Rubber Heel Calks in America. 


Cir haha Chunks 





for the cross line appearing there, 


| which demands, according to the 





rule, a heading. Here again, no 
heading was used—the block was 
left blank for the insertion of an 
illustration. 

Text blocks and illustrations are 
interchangeable. An examination 
of Figure 7 will demonstrate how 
an illustration may be substituted 
for text matter even when there is 
already a considerable amount of 





the free bulletin that tells what it is, what 
it does, how and where it’s used and how 
to sell it, that outlines the FIRELINE set- 
up, sales helps, etc., etc. 
tsa Gunes eeeeee eee eeseeeseee4 
' FIRELINE STOVE & FURNACE LINING CO. 
1859-F Kingsbury St., Chicago, U.S.A. 
Gentlemen: Send 
© Bulletin described above. 
O FREE Sample of FIRELINE. 


BUO wc cccccccccceccvccess OU. cscccees 


é 
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-Successfully Solders ALUMINUM, CAST IRON, etc. 


ALUMAWELD 


ALL METAL SOLDER AND FLUX 


APPLIED WITH SOLDERING IRON .. . Here is a New Product for which the Hardware Dealer has proven 
the natural outlet. For high strength, permanent repairs or joints of any metal. Makes soldering twice as easy. Success- 
fully solders Cast Iron, Aluminum, Stainless Steel, Die Cast Metal, Brass, Copper, etc. Ten times strength ordinary solder. 
Packed in low-priced kits as well as Mechanics Kits and Shop Kits for larger users. National Advertising is creating a great 
demand for ALUMAWELD. WRITE TODAY for interesting details and QUICK PROFIT PRODUCING DEALERSHIP. 


ALUMAWELD CO. of AMERICA, 2440 So. Parkway, Dept. HA-1, Chicago, Ill. 


NEW YORK... PHILADELPHIA... SAN FRANCISCO... CANADA... 
Alumaweld Co. of N. Y. Alumaweld Co. of Penna. C. W. Marwedel, F. 0. Farey, McGill Bidg., 
17 State St. 5th & C 76 First St. Montreal. 
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STEEL *BELT L 


Alligator Steel Belt Lacing “Never 

Lets Go.” The most universally used 

belt lacing on earth. Supplied in steel, 

“Monel Metal,” and alloys in eleven sizes 

for belts up to 5% in. Standard boxes, 
“Handy Packages,” and long lengths. 


Not sold by any mailorder companies 
under its own or any other name. Specify 
“Genuine Alligator Steel Belt Lacing.” 
Order through your jobber. 

Sole Manufacturers 
FLEXIBLE STEEL LACING CO. 


4616 Lexington Street, Chicago 
in England at 135 Finsbury Pavement, London, B.C. 2 














Whether it’s 
JUNE OR JANUARY 


THERE IS ALWAYS “giYPYT% 
A DEMAND FOR KG 


THE YEAR 'ROUND PROFIT MAKER 


“Black Leaf 40” enjoys a constant year 
’round demand, because of its many varied 
uses. “Black Leaf 40” kills aphis, leaf hop- 
per, thrips, red bugs, etc., in the garden. It 
aids in the control of damaging insects on 
fruit. It is a most economical means of 
poultry delousing, killing lice on livestock, 
etc. Sprayed on shrubbery and evergreens, 
“Black Leaf 40” keeps dogs away. 


These many uses make “Black Leaf 40” the 
universal insecticide. They also make it 
unnecessary for you to carry a wide stock of 
insecticides. To you they represent quicker 
turnover and more profit. 










Check your stock for all sizes so that you can 
take advantage of the constant national ad- 
vertising appearing in nearly 200 different 
publications. Your jobber will be glad to 
furnish counter display material to help 
you sell. . 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
INCORPORATED LOUISVILLE, KY. 














No. 500A—Speed Weed and Dandelion 
Remover with Grass Seeder 


Does ALL at the 


same time 











Retails $1.00 
No, 1—Cutting blade 
with root lifter. No. 
2—Puller Teeth. No. 
shoe—seed magazine capacity 
8 ounces. Trigger releases seed in 
any quantity desired. Length 40 ins. 

Wet. 23 Ibs. per carton. 1 doz. in carton. 






Spring Steel Ice Scraper 







Retall 60 cents 










World’s—> 
Fastest Digger 





No. 500 Speed Weed and Dandelion Remover 
Same as No. 500A except seeder. Length 40 ins. 
1 doz, in carton. 


Retails 50 cents. 





Is new in design and so far as we know the 
Combination Dandelion Remover and rass 
Seeder is original. This popular product is well 
constructed and gives complete satisfaction. 

Sold by leading Jobbers. Samples sent on request for 
charges to cover packing and postage. No. 
500-A—75c. No. 600—35¢. No. 50—85c. 











GEO. PIRICH GARDEN TOOL CO. 
428 Univ. Ave. N.E. Minneapolis, Mina. 
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ARMSTRONG 


Tools for Home Workshops 


Just as ARMSTRONG TOOL HOLDERS 
are standard thruout industry (are used 
in over 96% of the machine shops and 
tool rooms) so ACE TOOLS are stand- 
ard on the finest metal-cutting home 
workshop lathes and with home crafts- 
men everywhere. 


With an ACE Lathe set (illustrated be- 
low) one is permanently tooled-up for 
every lathe operation. Made up of 
properly selected tools, correctly de- 
signed and finely finished, these widely 
advertised tools are priced to _ sell 
against the roughest forgings—8 ACE 
TOOL HOLDERS with High Speed Steel 
Cutters, Blades in a fitted steel case, 
$14.50. 
Write jor Circulars 


Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 
New York San Francisco Lendon 


The ACE 
Lathe Tool 


Complete, 
List Price 


#145 


in fitted 
steel case 









3 Turning Tools 
2 Cutting-o 


Wrenches in 
steel case. 





chemicals. Uniform thick 
ness, accurate widths. 
Proof -tested for strength. 
Each dozen pair in a 
Counter Display Box. 
They sell themselves; 
build repeat bu wupanees. 


Price Otreeler 
Chicago Rawhide Mfg. Co. 
1285 Elston Ave., Chicago, U.S.A. 











STEEL MORTAR HODS 

No dripping onto 
the user’s back. 
Made entirely of 
steel with 

shoulder saddle 
and handle. 
Edges are heavily 
reinforced. The 










20°x! 


No. 158 2” fork is pressed 
Mortar a from heavy gauge 
steel. 


Write for prices. 


The Cleveland Wire Spring Co. 
e = St. and Hamilten Ave. 


Cleveland, Ohio = & 











HIN E" 
‘SUNS HINE 
4A 0 | 


BN, 


MADE IN U.S.A. 


ASK YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 


HAVERHILL MASS. 
















white space in the advertisement. 
Here, the advertisement may be 
published just as it stands—all 
text and no illustrations. Or, the 
white space may be used for the 
insertion of illustrations, leaving 
the text as it is. Or, the white space 
may remain unchanged and illus- 
trations substituted for one or 
more of the text blocks. 

For example, under the main 
text block appears a small white 
space followed by a small text 
block directly beneath it. This 
block might be eliminated and a 
picture used instead, leaving the 
other four blocks and the balance 
of the white space alone. The ad- 
vertisement would be very at- 
tractive in this manner. Or, the 
block appearing just below the 
first cross line might be elimi- 
nated and an illustration used in- 
stead. 

In using single illustrations 
(Rule 12) they should be placed 
in the upper section of the adver- 
tisement, unless they are compen- 
sated for by more than the same 
amount of display headings at the 
top of the advertisement. In using 
two illustrations, they should be 
considered as the two ends of a 
seesaw, the fulcrum or balancing 
point of which is above the center 
of the advertisement. Two illustra- 
tions above the center of the ad- 
vertisement (or their equivalent in 
heavy display headings) will usu- 
ally balance a third illustration 
placed below the center, provided 
the third illustration is not larger 
than either one of the two upper 
illustrations. 

Figure 7 shows,a use of the 
signature which varies from the 
other examples given. Instead of 
being centered between the bor- 
ders of the advertisement it is 
centered under the text blocks. 
This method is frequently used in 
“off center” advertisements such 
as this one. The effect is for the 
signature to balance the heading 
and so produce an effective type 
of unity which would otherwise be 
lacking. (All rights reserved) 


Car Products Co. Catalog 


No. 36-A—10 pages—illustrates and 
describes line of Rudd’s door braces; 
turnbuckles; and eye bolts; also No. 24 
assortment of screen door braces and 
No. 50 De Luxe assortment of cadmium 
plated turnbuckles. Car Products Co., 
1213 W. Third St., Cleveland. 

















IT DOES NOT PAY 
TO EXPERIMENT: 


We have served the public 
since 1898—an assurance 
guaranteed merchandise. The 
good features of our Horse and 
Cattle 
water- 

g fountains “are na- 
tionally known. Thou- 
sands sold each year. 
Cash in on this busi- 
ness. The margin we offer war- 
rants investigation. 


A. F. KLINZING CO. 
921-S. 2nd St. 


STEELGRI 
Belt Lacing 


HERE'S THE LACING TO SELL 
- better, stronger lacing made 
American that 









(Horse) 
























7 can recommend for all 
garage, farm and shop uses. 
Breaks to width. Put on with 
hammer in few minutes. In 
boxes Ca “Handy Packages.’ 
Profitab 

Write he Circular, Prices 


Armstrong-Bray & Co. iittisaxscee 


Chieago, U. 











ROCHESTER ADJUSTABLE 
SASH BALANCES 
*) A product of Guar- 
°| anteed quality. Real 
profit in handling 
them. 


Write for prices. 





e 
Rechester Sash Balance Ce., Ine. 
Beochester, N. Y. 














ITH the increase in building construction @ new 
opened for progressive hardware 
fit making plan on Stewart Fences 
Catalogue on reques 


fence market is 
dealers. Write for pr 
and kindred stee! specialities 
The STEWART IRON 
WORKS CO 
334 Stewart Block 


eeeet 


FENCES 


1886-Golden Anniversary-1936 





bf you're 
Looking for 
THE CLASSIFIED 
OPPORTUNITIES 
SECTION 
TURN OVER 
Two pages to— 
PAGE 94 
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PAY 
oy SUPER APEX 
public 
ace of 
oe oa has a zine coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 
On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 
3 THE LIFE OF SUPER APEX 
in “Salt Air,” moisture or gaseous laden climates is almost double 
Cattle the life of cloth made by the old process. 
ountain 


STEEL — COPPER — GOLDEN BRONZE — — ALLOYS 
ANTIQUE BRONZE — ALUMIN 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 
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NEW PROFITS... > USHES 
























in new style hand and home tools design- 





LE : a SD : ed for Table Top Sellers. We have all sorts FULL-TIME and TOUCH-UP _Self-saleson Baker Quality are 
Hy “ prices od give ges good com- JOBS are under way! @ Baker cutting detail @ Baker Trade- 

lar- ANS S petitive margin for either Brush Dispensers are meeting marksaremakingimpressions 

teal # os the low or high ; friends at the store counter e that turn profits your way ° 

ij it NO a #4 priced buyer. 

ing gies | Write... 

ine. 





BAKER BRUSH CO.INC- 87 GRAND ST - NEW YORK 























Th tf Profit @ Lovell-built hand wringers have 
ere S been best sellers for over fifty 

years. Demand is increasing. 
IN HAND WRINGERS 


Margin of profit is good. 


CROSS PACKAGE 


red-white-black 
YOUR CUSTOMERS DO! 


all 
O. K. 


tain if they're 


W. W. CROSS & CO. INC., EAST JAFFREY, N. H. ILOWIEILIL Hand Wringers 
SELL TWO CAMP STOVES 


The TURNER CAMP STOVE line offers an unusual 
opportunity to sell TWO camp stoves to a customer. 















All types available. Wood or at- 
tractive all-steel rust proof frames. 
Have adjustable pressure, Lovell’s 
own-built rolls, steel feeding 
tables and reversible water boards. 
Equipped with non-rusting, self- 
lubricating bearings. For use on 
stationary tubs, also round or 
square tubs. Write for catalog 
No. 11. Ask yur jobber. 


LOVELL MANUFACTURING CO. 
ERIE, PA. 



























There is the two-burner stove with its individual 
burner control (an exclusive TURNER feature)—a 
sturdy dependable stove. Then there is the TURNER 
one burner (the only one burner stove made in the 
U. S.)—ideal for short trips and picnics. 


YU 


a oa these two stoves form a convenient combination 
of or 3 burner capacity—flexible—exactly suited to 
ft ‘kidd of a camping trip or picnic party. Tell your 
stove customers about it. TURNER STOVES are priced to 
make these DOUBLE SALES possible. Your jobber can 
supply you with TURNER CAMP STOVES or write us for 
descriptive material. 


two burner model ¢| Tite Teenie BeAss Wonks ) 





The Traveler (No. 1211) 






The Picnicker 
(No. 1111) one burner model 
—nnenenien 











Megsaeaanity: 





AGE JUNE 4, 1936 91 














The 

Standard Reference Book 

for hardware and related 
merchandise. 


Beaver Fatuis, Pa.: Who makes 
Dobson molders’ tools?—Davidson 
Hardware Co. 

ANSWER: Wm. M._ Dobson, 
Canastota, N. Y. 

a 

BercenFIELD, N. J.: Who makes 
the Everlast faucet washer assort- 
ment?—A. C. Muhlenbruch. 

ANSWER: Welker Mfg. — Co., 
Middletown, Conn. 

* * * 


RicHFiELp Sprincs, N. Y.: Fur- 
nish names and addresses of manu- 
facturers of oblong or flat-sided gal- 
lon and half-gallon bottles, as used 
in this locality, for maple syrup.—- 
Buchanan Hardware Co. 

ANSWER: Hazel Atlas Glass Co., 
233 Broadway, New York City, and 
Knox Glass Bottle Co., Knox, Pa. 


* + 


BirmincHaM, AtA.: Who makes 
the Whirlwind motor-driven lawn 
mower?—Wimberly & Thomas 
Hardware Co. 

ANSWER: Whirlwind Lawn 
Mower Sales Corp., 160 N. Mil- 
waukee Ave., Milwaukee, Wis. 

* * @ 


Bucksport, Maine: Who makes 
washable inks such as are used for 
marking hotel linen?—Harry C. 
Page. 

ANSWER: J. C. Swearingen Ink 
Co., 222 Wick St., Pittsburgh, Pa.; 
Jas. H. Matthews & Co., 2535 Forbes 
Field, Pittsburgh, Pa., and Payson’s 
Indelible Ink Co., Northampton, 
Mass. 
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Who Makes It? 


information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
26, 1935. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


Appreciation 


ASHLAND, OH10o—We wish to 
express our appreciation of the 
“Who Makes it?” issue of Harp- 
WARE AGE, dated Sept. 26, 1935. 

We have found an occasion to 
use it quite often and find it very 
useful. 


Ashland Hardware Co. 


Of Real Value 


RicHmMonp, Va.—We acknowl- 
edge receipt of the Directory 
“Who Makes it?” issue which you 
were good enough to send us. 

We have occasion at times to 
refer to this Directory, and we 
find it to be very convenient and 
of real value. 

W. D. Stuart, President, 
Richmond Hardware Co. 








Most Valuable Daily 


Marquette, Micu.—This will 
acknowledge receipt of our copy 
of the Directory or “Who Makes 
It?” issue of Harpware AcE of 


Sept. 26. 


We find this book most valu- 
able in our daily work. It is in- 
deed a handy reference and a 
convenient time-saving device 
which we would not be without. 

We appreciate the fact that 
compiling this material has taken 
considerable time, patience, and 
ability, but we think you have 
done a very fine job on it. 

H. L. KE.ty, 


Kelly Hardware Co. 





Katonan, N. Y.: Where can we 
get parts for Reid butter worker? — 
Kelloggs & Lawrence, Inc. 

ANSWER: C. H. Dana Co., West 
Lebanon, N. H. 


Cairo, Itt.: Who makes the 
Bean-X as used for stringing and 
breaking green string beans?— 
Johnston Hardware Co. 

ANSWER: G. N. Coughlan Co., 
436 Tompkins St., Orange, N. J. 


eS. = & 


Omanua, Nes.: Who makes the 
Packard Lextro Shaver?—Paxton 
and Gallagher Co., wholesale hard- 
ware. 

ANSWER: Progress Corp., 1 E. 
43rd St., New York City. 


ee 2 & 


Bripceport, Conn.: Who makes 
a portable wet paint brush container, 
suitable for the use of master paint- 
ers, and which can be conveniently 
transported from job to job?— 

ANSWER: Ideal Paint Brush 
Holder Co., 195 W. Shore Ave., 
Bogota, N. J. 


* + 


Rye, N. Y.: Who makes the Nu- 
stone underground garbage recep- 
tacle?—Rye Hardware Co. 

ANSWER: Nustone Products 
Corp., of New Jersey, Tenafly, N..J. 

* * * 


Epina, Mo.: Where can we ob- 
tain an Aiken hammer type saw 
set?—J. P. Arnold. 

ANSWER: Sargent & Co., New 
Haven, Conn. 

a * * 


Peoria, Itt.: Where can we ob- 
tain repair parts for an Elwood lawn 
mower?—John Zerwekh. 

ANSWER: Elwood Lawn Mower 
Co., Elwood, Ind. 


ee 


Gouverneur, N. Y.: Who manu- 
factures the Venetian blind being 
advertised in New York City to re- 
tail for $1.29?—C. P. Collins. 

ANSWER: Safety Cedar Products 
Co., 1265 Broadway, New York City. 
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Repairs Unsightly a Se Porcelain 


When home owners hit and chip 

porcelain or enamel fixtures— 
Filette Liquid Porcelain Glaze 
will quickly repair them like 


Stock and Profit with 


Waa “G & B” QUALITY Products 
Goops POULTRY NETTING 


















new. Ideal for Porcelain and 

Eeamel Sinks STRAITLINE FENCING 
coenien Wha. OF GALVANIZED HARDWARE CLOTH 
dries’ quickly with "a, perma: & SCREEN WIRE CLOTH: 


nent porcelain gloss. In 1 oz. 
jars, packed 12 to attractive 
counter display. Quick 25 
cent seller. Liberal profit. 
Ask your jobber to supply 


“ACME” ELECTRO GALVANIZED 


QUALITY 
Provucrs COPPER 
BRIGHT and ROMAN BRONZE 


PAINTED BLACK 





you. If he cannot, write 
to us. 


TILETTE 
CEMENT CO., INC., 
401 Lafayette St., 

N. Y. C. 


1115 Temple St., 
Los Angeles, Calif. 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Blue Island, til. Kansas City, Me. 
San Francisce 











NEW MODERN DESIGN 1 


The beautiful, modern design of 
the Pollyanna H-140 Dust Pan 
is strictly in keeping with the 
present modern trend. It is 
sturdy—has practical rubber edge 
which allows no dust to be swept 
under the pan. Hood prevents 
collected dust being blown about. 





POLLYANNA H-140 





— green finish. Moderately DUST PAN 

priced. 

‘ . 
PATENT NOVELTY COMPANY 
305 Eighth Ave. Falton, Ill. 
POLLY PRIM Crumb Sets FULTON Document Boxes 

POLLY PRIM Recipe Cabinets JUMBO Fire Shovels 

MAILMASTER Mail Boxes BLUEBIRD Clothes Line Reels 





KNOWN QUALITY Moz", Fasy Sales GREATEST ALUMINUM PAINT VALUE 
SHARK BRAND CHISELS ever offered the Trade! nea 


Two compartment @ 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
































TRADE MARK 
are made in 


Beware 
Sweden from 
of finest Charcoal Steel. Ready Mixed Alumi- 
Imitations Sturdy and well made. num Paint made 


with Aluminum 
Paste. The most per- 
fectly balanced 
Ready Mixed Alumi- 
num Paint that will not tarnish or congeal in 
the can. 


Discriminating workmen ap- 
preciate their known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 





®@ Stocked by leading jobbers, or write @ 
SANDVIK SAW & TOOL CORPORATION 


109 Lafayette St. 740 Washington’ Ave., North 
New York, N. Y. Minneapolis, Minn. 


Order from your jobber. Jobbers: Write! 


| SHEFFIELD BRONZE POWDER & STENCILCO. 
| 3000 Woodhill Road @ Cleveland, Ohio 




















aways seevep: | | RED EDGE SCREEN CLOTH 


A List of 




















WHOLESALE Simplif; 
ump ujtes 

HARDWARE Selli 

HOUSES Giving | | e ing 

N d Addr ; Capitaliza- 

uray Prank Handled: eieibiees The accurate, self-measured Red Edge 

Covered; Number of Men Travelled; roll will save you real dollars. No waste - BRANDS si 

Names of Officers and Buyers. in cutting—no time lost in measuring Sun-Red Bdge AlemisA 

Useful for while other customers walk out. The —e 

PERSONAL SALES CONTACTS perpetual inventory tag also saves time Sun-Ged Bde Black 
aa BEng al ; ps nl ee ae and sales. Write for sales helps. Sun-Red Edge Bronze 
HARDWARE AGE VERIFIED LIST REYNOLDS WIRE CO., DIXON, ILL. 

239 W. 39th ST., NEW YORK, N. Y. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .. $3.00 
Each additional word........... ‘ 

All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ 06 
Allow Seven Words for Keyed Address 


Boxed Display Rates 
0 Re ee eee rere $5.00 





Discounts for Consecutive insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply en Positions Wanted Advertise- 
ments 
— + _— 

REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
oe J -—— 

HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES ¢ 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 
HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 











HELP WANTED 


BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





WANTED: YOUNG, EXPERIENCED RE- 
TAIL HARDWARE and paint salesman to act 
as clerk and assistant manager in a live Middle 
Western retail hardware and paint store. State 
experience, age, nationality, salary expected, and 
religion, if any. Address Box C-102, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 








SALES REPRESENTATIVES WANTED 











MANUFACTURER’S AGENTS 
Do You Want New Lines? 

We can be of service to you—write 

us concerning your specific problems. 


SALES AGENCY BUREAU 
401 Broadway New York 











SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


SALESMAN WANTED—WELL _ESTAB- 
LISHED NEW YORK JOBBER HAS OPEN. 
ING FOR EXPERIENCED SALESMAN IN 
METROPOLITAN AREA. STATE QUALI- 
FICATIONS. STRICTLY CONFIDENTIAL. 
ADDRESS BOX C-96, CARE ‘6 4 eer 
AGE, 239 W. 39TH STREET, - CITY. 


CHROMIUM KITCHEN HARDWARE 
NEW ATTRACTIVE LINE DESIGNED AND 
PRICED FOR HARDWARE Pg eS FREE 
DISPLAY PANEL. INFORM US IN FULL 
REGARDING EXPERIENCE, TERRITORY. 
ACQUAINTANCE, BUILDERS’ HARDWARE 
LINES NOW HANDLED. ADDRESS oF 
C-80, CARE OF HARDWARE AGE, 239 W. 
39TH ST., NEW YORK CITY. 


SALESMEN — TO REPRESENT OLD. 
ESTABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have had experience sell- 
ing hardware jobbing trade. Give full details in 
first letter stating age, education, lines now car- 
ried, territory covered and how often. Address 
Box C-81, care of Harpware Ace, 239 W. 39th 
=m, HN. B. Saee 


STATE REPRESENTATIVES WANTED— 
SPLENDID OPPORTUNITY for one desiring 
to develop a future income by handling exclusive 
rights on a high-grade line of compression fittings 
for iron, brass and copper pipe. Preference given 
those with experience in calling on the plumbing 
and hardware dealer, and desirous of establishing 
a business of their own. In reply, please give in- 
formation that will be of value in gauging the 

kind of representation you would be prepared to 
give. Address Box C-119, care of Harpware 
Ace, 239 W. 39th St., New York City. 
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FOR SALE: MODERN WELL-STOCKED 
hardware store in county seat town in Kansas. 
Address Box C-116, care of Harpware AcE, 239 
W. 39th St., N. Y. City. 





A WELL-KNOWN UPPER WEST side hard- 
ware concern wishes to sell one of their stores. 
Established 12 years, would sacrifice same to a 
reliable party. Address Box C-121, care of 
Harpware Ace, 239 W. 39th St., N .Y. City. 





TO CLOSE AN ESTATE IN northeastern 
part of Missouri. Clean stock of hardware, 
modern fixtures, inventory about $7,000. Popu- 
lation 5,000, rent reasonable, good churches and 
schools. Address Box C-115, care of Harpware 
Act, 239 W. 39th St., N. Y. City. 





SALE — HARDWARE _ BUSINESS 

KNOWN as Shellman Hardware Co., located in 
Southwest Georgia, town of 1,100. Excellent 
farming section. Clean, complete stock, inven- 
tory approximately $13,000. Worth investigation. 
Address—Mrs. H. C. Bower, Shellman, Georgia. 





FO SALE — HARDWARE BUSINESS 
ESTABLISHED in 1888. Located in best retail 
section of city. Fine modern fixtures. Well as- 
sorted stock. A splendid opportunity with a 
moderate investment. Correspondence solicited. 
Address—Troxel Brothers, 1508 Arapahoe St., 
Denver, Colo. 





FOR SALE: CLEAN, UP-TO-DATE general 
hardware store in county seat town of 3,000, 
located in heart of best central Illinois farming 
district. Also large factory pay-roll. Modern 
display methods, reasonable ‘rent, best location. 
$5,000 stock. Fixtures and tinners’ tools very 
reasonable. Address Box C-117, care HarpwarE 
AcE, 239 W. 39th St., N. Y. City. 





BUCK TAILS FOR FLYTIEING—three kinds 
from six to seventeen inches. Hackles. Squirrel 
tails. Polar bear hair. Jungle cock necks. Hooks, 
tinsel, vise, chenille, rooster necks, gut, floss. Fly- 
tieing outfit. Unclaimed deer heads, animals, rugs, 
fish, etc. Glass eyes. Scalps, head forms, shields. 
Address—Hofman’s Flytiers’ Taxidermist Studio, 
991 A Gates Avenue, Brooklyn, N. Y 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ LINES WANTED 
FOR HARDWARE, electrical and automotive 
trade in States of Oregon, Washington, Idaho 
and Utah. Straight commission basis. Can fur- 
nish best of references. Correspondence invited. 
Address Box Ma care of Harpware Acer, 239 
W. 39th St., Y. City. 











CALIFORNIA REPRESENTATION WANT- 
ED FOR OUTSTANDING exclusive lines to 
hardware, auto parts, paint and lumber dealers 
and jobbers by aggressive manufacturer’s agent 
with record for producing results. Address— 
Brown Sales, 3050 Virginia Rd., Los Angeles, 
California. 


EXPERIENCED HARDWARE CLERK, RE- 
LIABLE middle aged man, employed but desires 
a change. Address Box C-108, care of HarpwareE 
AcE, 239 W. 39th St., N. Y. City. 





HARDWARE MAN, FORTY-THREE =Eans 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 

sition with responsible retail firm. Capable of 
uying, bookkeeping and store management. Sal- 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C-30, care 
of Harpware AGE, 239 W. 39th St., N. Y. ’ City. 





STORE MANAGER SEEKS OPPORTU- 
NITY TO demonstrate worth. Well qualified in 
all managerial duties and thoroughly familiar 
with hardware and related lines and sources of 
supply. Has had twenty years of real experience. 
Christian. Married. nder forty. Finest refer- 
ences. Prefers East but will locate anywhere. 
Address Box x 112, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





TRAVELLING POSITION WANTED BY A 
capable experienced salesman of hardware, mill 
supplies and specialty items. Have many years’ 
experience calling on jobbers and lar "ge retail out- 
lets in Carolinas, Virginia, West a and 
other Southern States. Can furnish best of refer- 
ences as to ability and honesty. Address = 
C-55, care of Harpware Ace, 239 W. 39th St. 
N. Y. City. 





SINGLE MAN, 41 YEARS OLD, 20 years’ 
experience in wholesale hardware business, de- 
sires position as traveling n to wh le 
hardware trade either in Southeast or Southwest. 
Experience been from “Office Boy” to secre 
tary and assistant manager, working through 
all departments. Can furnish A-1 references. 
Address Box C-114, care of Harpware Ace, 
239 W. 39th St., New York City. 








SALESMAN, 36 YEARS OLD, HAVING 
SUCCESSFULLY represented manufacturer Mid- 
dle West, East and South for eight years, desires 
new connection. Acquainted with hardware and 
hotel supply jobbers, large hardware retailers, de- 

rtment store and chain auto accessory store 

uyers. Record speaks for itself. Address Box 
C-110, care of Harpware Acez, 239 W. 39th St., 
A. Ss Kee 








ADMINISTRATIVE EXECUTIVE IN OF- 
FICE MANAGEMENT, systematizing credits, 
sales, collections, purchasing, correspondence, and 
sales promotion; while employed seeks a connec- 
tion where some top man wishes to increase busi- 
ness and delegate some of his burdens. 
Company should be handling merchandise for in- 
dustries, farming, builders and contractors and 
may retail as well. This man can bring vision 
and accomplishments—University education, Chris- 
tian and married. .The company may be in a small 
community but if good rating—believe they want 
to go further and become an outstanding factor 
in business, then for complete details write 5455 
Jonquil Ave., Baltimore, Maryland. 


HARDWARE AGE 
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POSITIONS WANTED POSITIONS WANTED POSITIONS WANTED 


POSITION WANTED—AFTER NINE EXPORT MAN, YOUNG, EX-MANUFAC- AN EXPERIENCED SALESMAN_ OF 
YEARS’ experience with same firm as electrician, | TURERS’ AGENT abroad. Expert accountant | AUTOMOTIVE hardware, tools, etc., and mill 
plumber, steam fitting, hot air heating, oil heaters, | and auditor. Speaks Spanish fluently. Wishes | supplies seeks position with a reputable manu- 
metal roofing, etc., in prosperous village of 2,000, | connection in Export Dept. for foreign fields or | facturer desiring services of reliable man. So- 
personal considerations force me to make a change. to act as combination export manager. Address | licits opportunity to substantiate ability, char- 
A-1 references. New York or Northern Pennsyl- | Box C-118, care of HARDWARE AGE, 239 W. 39th | acter and personality warranting employment on 











vania community preferred. gare Box 9 107, | St., New York City. a mutually fair basis. Not interested in straight 

care of Harpware AGE, 239 W. 39th St., N. Y. commission offer nor in ene side —. no 
ty. , 
CATALOG EXECUTIVE, AVAILABLE — | Sess, Box C120, sare ot Fanpwane AcE 





























SALESMAN — THEIR COSTS HAS HAD EXPERIENCE | | 
MA WITH TWELVE YEARS’ H lo 
EXPERIENCE in the Metropolitan New York | WITH BOTH HARDWARE JOBBERS AND Hardware Personnel 
City area seeks either a permanent selli ta AGE 43, AND IN HIS. PRIME. Our files contain applications of several hundred ex 
nection or a group of hee to be sold ‘through | O GOOD EDUCATION AND CULTURE. perienced and well-trained employees in the hard- 
wholesalers, retailers and industrial supply dis- REFERENCES UNQUESTIONABLE, REC- ware industries. 
tributors in this territory. Enjoys wide and favor- | ORD CLEAN AND SUCCESSFUL. THE NO CHARGE Te, serievens FOR THIS 
able acquaintance in this field and can furnish | POSITION THIS MAN SEEKS IS WITH A nt: aa ae as i. you, just 
satisfactory references as to character, ability and | COMPANY THAT OFFERS A PERMANENT ASSOCIATED any et MENT ‘BUREAU 
energy. Owns a car which is available. Address | OPPORTUNITY. READY ANYTIME. AD- 152 West 42nd Street New York City 
Robert L. Hammond, P. O. 725, Babylon, Long | DRESS BOX C-122, CARE OF HARDWARE WIS. 7-1802, 1803 
Island, N. Y. AGE, 239 W. 39TH ST., NEW YORK CITY. 

ee ee 

















Mr. Manutacturer 


Will Buyers of Hardware find your catalog 
information in the 1936-1937 issue of their 
Buyer's Guide? 


The 
ANNUAL 
MERCHANDISE DIRECTORY 
NUMBER 
(The "Who Makes It?" Issue) 


of HARDWARE AGE. 


The Standard 
Merchandise Directory 
of the Hardware Field 








@ To be published 
August 27th 


elf the “iuyers bo Do “iBustneso Wath “You! 


Make sure that Buyers can learn of you and nent and readily usable form in the Condensed 
your products conveniently. Plan now to place Catalog Section of this basic Buyer’s Guide— 
your catalog information before them in perma- the only Buyer’s Guide in the hardware trade. 





Reserve your space now. We'll be glad to help 
you prepare and arrange your catalog presentation. 
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MADE-TO-ORDER 
PERSONALIZED 
BUSINESS GETTING 
MAGAZINES 


Ten years of constructive service to the Hardware 
Trade has established Bunting Store Magazines as 
resultful, direct-to-home advertising media. 

A tested means of cooperative sales effort for 
aggressive dealers, jobbers and manufacturers. 





Ask about the New 
Bunting Service 


The Bunting . 


NORTH CHICAGO, ILL. 





REMEMBER! 


THE IRWIN AUGER BIT CO. 











REAL sales representa- ¥ 


tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 
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EDLUND 


CAN OPENERS 
EGG BEATERS 

JAR OPENERS 
BOTTLE OPENERS 
KNIFE SHARPENERS 


Sold by a majority of the leading 

distributors throughout the U. S. 

Approved by Good Housekeeping Institute 
WRITE FOR CATALOG 


EDLUND CO., BURLINGTON, VT. 


























PRICED FOR A WIDE MARKET 


This fine tool with a full- 
length burner is the ideal 
torch for the occasional 
user. It has all the sturdy, 
well-built features of C & L 
manufacture, yet it is competi- 
tively priced. C & L 600A 
and C & L 158A are other 
torches in our popular-priced 
line. 

Write for descriptive folder to the 


CLAYTON & 
LAMBERT MFG. CO. 
DETROIT, MICHIGAN 


Makers of world’s largest 
selling firepots 


COBURN 


@ Sliding Door Hardware 
Rolling Store Ladders 











Overhead Conveying Equipment 
Garage Door Hardware 

Folding Partition Hardware 
Fire Door Hardware 

Overhead Door Hardware 
Warehouse Door Hardware 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 




















BRUSH-NU COMPANY , | 


BALTIMORE MARYLAND ‘ 

















MOULTON Ladders Will 
“Step Up” Your Sales 7 


Here’s the YALE—a (Mechanic 
Type) Stepladder of quality. 
Strong, safe, durable. A popular 
seller. its Malieable top hinges are 
clamped over top—'!%4, in. Steel rod 
under each tread with truss block. 
Steel braces under bottom tread. 
Cadmium plated hardware. Sides 
3% in. Legs 2% in. with 1% in. 
rungs. Treads 3% in. Sizes 3 to 
12 ft. Wgt. approx. 3 Ibs. per ft. 
Other models for every require- 
ment. 


Send for Literature and Trade-prices. 


THE MOULTON LADDER MFG. CO. [] * 
Somerville Mass. 








MOLDED RUBBER GOODS 


~ 


18.98 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to mano- 
facture most anything for your specia) re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


tum T 























BRUSHES 


mean more profit from your brush counter. 
Ask your jobber. 
TW OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue Cleveland, Ohio 


rs Sales Offices: New York-Detroit-Chicago-San Francisco e 








iKjational 
HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 

line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 


National Manufacturing Co. 
STERLING *. ILLINOIS 














9 THIS NEW ALL-METAL 
i iaa REVOLVING DISPLAY 
CABINET 
A A display of Moore Push- 
Pins, glass and aluminum 
heads, and pushless hangers, 
will ring up many an extra dime 
on your cash register. 
A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro- 
fits ... order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 


BOMMER 


Standard Type 
Lavatory Partition Fittings and 
Stall Door Hardware 


me] 


Send for Catalog No. 55B 


BOMMER SPRING HINGE CO.., Brooklyn, N. Y. 


























Genuir° DOMES ¥ SILENCE 


SLIDE SILENTLY - SOFTLY- SMOOTHLY 


405 SET~ 1OS SET- 10¢ SET SAVE FURNITURE 
pais FLOORS-CREATE QUIET 











TOA 


SET INSULATED-NOISELESS FOR TILE 


CEMENT OR MARBLE FLOORS IN 
BATH ROOMS, RESTAURANTS, ETC. 
LARGE SIZE FOR METAL & WOOD BEDS 
LARGE CHAIRS & ALL FURNITURE... 
0 Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 








4 Look for words DOMES ¢f SILENCE” 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N. Y. 


WATERPROOFED - GUARANTEED 
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Simplicity are the 
essence of BEAUTY... 


they are exemplified by the 








Empire State Building 
Dedicated May, 1931 
New York 











N the design of the modern 
skyscraper, there is no compromise between 
Model 796CW—Full white 
beauty and stability—and the same is true enamel — Mircobrite trim — 
DeLuxe 4-wall construction— 
of this 1956 masterpiece of range designers. vm GF, eee Vitrifused enamel five lin- 

~ i o [ ings— patented duplex draft 
We have given it the true beauty of symmetry | Aa ae —Hhirce cocking top end even 


— Built-in Pouch feed and 





and simplicity and have still retained the 


reservoir, optional. 
sturdy qualities that a range must have to give 
Model 796CTP— Optionat 


Ivory-Pearl finish. 


long, economical service and good baking. 
“Beauty without compromise” might well be 


the slogan, for remember, it’s still a malleable. 


| 
MALLEABLE IRON RANGE CO. MALLEABLE 


66 LAhE STREET, BEAVER DAM, WIS. 
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Shoot the Works a. 
With this New Everybody 


WINCHESTER Jars 


TRADE MARK 


pee thers ae 
Fo Bids agp ve 
7 


Ylow 


Doubly large main barrel lug. aA Oo D E L 


37 


\ 


Doubly large swinging bolt. s T b £ L & 1 LT 
* SINGLE-SHOT 


SHOTGUN 


A "natural" 
to build 
Sales Volume 


-. 4 | 


a” 


Semi-hammerless cocking lever. 


al 
—_ 


< W 
eye 


HOOT the works is right! Go in strong on the new Winchester Model 37, the 
biggest value today in a single-shot shotgun. Make your clean-up, too. 


Yes, Winchester started out to build a fine, strong, dependable Winchester 

shotgun for the thousands of “depression” customers—and did they get it! Steel 

j throughout—a distinctive feature in single-shot guns in this price bracket. Revolu- 

P tionary design and construction—possible only through Winchester’s vast expe- 

New Winchester design and rience in gun designing and manufacturing and advanced equipment. It required 


construction. Extra strong all- : ; ‘ : 3 
steel frame abil baal mals. cost saving that was possible only under Winchester’s volume capacity. 


matic ejector. Semi-hammer- You and your customers will say Model 37 “has everything,” is another Win- 
less. hte bebe icine ne chester shooting find. It has and is. So lose no time. Order Model 37 through your 
parts ai/ sfee/i an oubly a eo * 
large. Ganuinn wiiied aiaol- regular Jobber. And—quick—write us for a supply of our new Model 37 folders 

grip stock with real shooting 
fit. New round-section, all- 


reach, snap-on fore-end. Winchester Repeating Arms Company 
Bored full choke. Takedown. NEW HAVEN, CONN., U.S. A. 


full details for your customers. 


HARDWARE AGE 








